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In  North  Carolina 
watchdog  is  on  dn 


In  a  world  full  of  special  inter¬ 
ests,  who’s  standing  guard 
for  the  public  interest?  In 
North  Carolina’s  state  capital 
The  News  &  Observer  com¬ 
bines  tough,  dogged  tradi¬ 
tional  journalism  with  com-  ^ 
puter-assisted  reporting  -4 

and  online  resources. 

Our  recent  coverage 
of  the  runaway  hog 
industry  is  just  one  ' 
example  of  our  deep  , 

commitment  to  / 

journalism  that  makes  / 

a  difference.  L 


Newspaper 
Citculation  Reports 

Newspaper 
Financial  Reports 
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Read  the  series  on  the  internet  at:  http://www.nando.net/sproject/hogs/hoghome.html 


Once  upon  a  time,  the  media  business  was  simple. 

Advertisers  knew  what  they  wanted.  Government  knew  what  the  rules  should 
be.  The  decision  process  was  less  frantic.  Profits,  it  seemed,  were  easily  obtain¬ 
able  if  you  just  did  your  job  well. 

Today,  watch  out!  Eveiy  thing  is  changing  at  once.  Magazine  and  newspaper  pub¬ 
lishers  are  looking  at  smaller  profits  and  higher  costs.  Two  TV  networks  have 
changed  hands.  Cable  faces  onerous  regulation.  The  prime-time  access  mle  is  gone. 
Advertisers  are  eyeing  the  Internet.  And  eveiy  one  s  talking  about  “new  media”. 

What  next.^  To  do  business  you  need  to  understand  new  advertiser  expecta¬ 
tions.  You  need  to  understand  new  media  choices  and  how  to  reposition  each 
medium  for  tomorrow  You  need  to  understand  how  your  competitors  are  selling. 

You  need  information.  And  MEDIAWEPT  has  lots  of  it,  cutting  through  the 
complexity  to  redefine  the  essence  of  your  business:  audience  size,  quality,  and 
deliverability;  advertising  expenditures,  objectives  and  efficiencies. 

All  media.  MEDIAWEEK  analyzes  the  content  of  all  media.  The  audiences. 
The  efficiencies.  The  sales  opportunities.  Plus  the  trends,  the  data  and  the  busi¬ 
ness  insights  you  need  to  be  a  media  expert  in  today’s  market. 

If  you’re  not  a  subscriber  already,  why  not  join  the  club.^  Many  of  your 
colleagues  across  the  country  -  programmers,  broadcasters,  publishers, 
reps  and  competitors  -  already  subscribe...  in  Boston, 

New  York,  Washington,  xMiami,  Chicago,  Los  Angeles 
and  everywhere  else.  To  stay  informed  and  sell  effectively 
you  need  to  read  MEDLWVEEK  eveiy'  week.  W^’re  sure 
you’ll  soon  come  to  depend  on  it.  Because  the  media 
business  isn’t  what  it  was... once  upon  a  time. 

To  subscribe,  call  1-800-722-6658. 


Winner 
of  the 
1996 
Kodak/ 
White  House 
News 

Photographers' 


Clodcwise:  Tasnadi  near  the  Korean  W<ir  Memorial,  Washington,  D.C 
Photo  <>  Associated  Press/ Fred  Sweets,  1996.  President  Johnson  proudly  displays 
scar  after  gall  bladder  surgery;  Injured  Cubans  return  from  invasion  of  Grenada. 
Photos  €>  Associated  Press/Charies  Tasnadi,  1996. 


In  1 95 1 ,  Charlie  Tasnadi  and  his  sweetheart  Maria  fled  Communist  Hungary 
through  treacherous  minefieids,  barbed  wire,  and  heavy  snow.  “That  memory,’ 
he  says,  "really  helped  me  put  a  better  perspective  on  deadiine  pressures.’ 
Chivalry,  professionalism,  and  selfless  dedication  have  been  Tasnadi's 


hailmarks  ever  since-from  his  first  newspaper  assignments  in  Caracas,  Venezuela,  to  his  work  as  a  stringer  for  Time-Lik,  ASSOCidtiOfl 


and  through  his  notable,  32-year  areer  with  the  Associated  Press. 

The  epitome  of  a  photojoumalist  and  a  gentleman,  he  has  documented 
seven  White  House  administrations,  and  traveled  to  Cuba  more  than  40  times, 
gaining  extraordinary  access  to  Castro  and  other  Cuban  officials. 

As  for  recognition  he  has  received,  Tasnadi  says,  "Coming  from  Hungary 
I  have  often  wondered  what  all  these  honors  are  about  People  honor  me  just 
by  allowing  me  to  do  my  vwork.’  This  couldn't  have  been  truer  than  it  was  in 
1 989  when  Tasnadi  returned  to  Hungary  for  the  first  time  after  38  years  with 
President  Bush  on  Air  Force  One.  Once  they  landed,  he  hid  his  tears  behind  his 
amera,  determined  to  get  good  pictures  of  the  President 
In  January  of  1 996,  while  working  his  last  press  conference  before  his 
retirement,  he  was  truly  honored  again  when  President  Qinton  started  a  round 


Achievement 

Award 


;  of  applause,  thanking  him  for  his  great  pictures  and  years  of  exemplary  service. 


Kodak's  Professional  and  Printing  Imaging  and  the  White  House  News  Photographers'  Association  are  proud  to  honor  PROFESSiONAL  AND 

Charles  Tasnadi  once  more  with  the  1 996  Kodak/WHNPA  Achievement  Award.  PRiNTiNG  IMAGING 


©  Eastman  Kodak  Company,  1996 


QM.M/M.H., 


MAY 

12-14  National  Association  of  Real  Estate  Editors  Annual 
Conference,  Hilton  Hotel,  Walt  Disney  World  Village, 
Orlando,  Fla. 

17-19  National  Cartoonists  Society  Reuben  Award 
Weekend,  Waldorf-Astoria,  New  York  City 

19-22  International  Federation  of  Newspaper  Publishers 
(FIEJ)  49th  World  Newspaper  Congress,  Omni 
Shoreliam  Hotel, Washington,  D.C. 

19-22  International  Federation  of  Newspaper  Publishers 
(FIEJ)  3rd  World  Editors  Forum  Conference,  Omni 
Shoreham  Hotel,  Washington,  D.C. 

29-6/1  Association  of  Alternative  Newsweeklies  Convention, 
Red  Lion  Inn,  Salt  Lake  City 

JUNE 

2-5  Newspaper  Association  of  America  Classified/Research 

Conference,  Sheraton  Harbor  Island  Resort,  San  Diego 
5-8  Association  of  American  Editorial  Cartoonists 

Convention,  Pointe  Hilton  atTapatio  Cliffs,  Phoenix 

9- 11  Association  of  National  Advertisers  Business-to- 

Business  Marketing  Communications  Conference, 

Ritz  Carlton,  Palm  Beach,  Fla. 

12-15  National  Association  of  Hispanic  Journalists,  Sheraton 
Hotel  and  Towers,  Chicago 

12-15  Association  of  Free  Community  Papers  Convention, 
Flamingo  Hilton,  Las  Vegas 

15-19  International  Newspaper  Financial  Executives 
Convention,  Marriott  River  Center,  San  Antonio 
15-19  Nexpo  Newspaper  Trade  Show,  Las  Vegas  Convention 
Center,  Las  Vegas 

19- 22  Native  American  Journalists  Association,  Holiday  Inn, 

Bangor,  Maine 

20- 22  Surburban  Newspapers  of  America  Retail  Advertising 

Conference,  Waldorf-Astoria,  New^  York  City 

20- 23  Tennessee  Press  Association  1 27th  Anniversary 

Convention,  Chattanooga 

JULY 

10- 14  International  Society  ofWeekly  Newspaper  Editors 

Summer  Conference,  Boston  University,  Boston,  Mass. 
12-14  Alabama  Press  Association  125th  Annual  Summer 

Convention,  Perdido  Beach  Resort,  Orange  Beach,  Ala. 
18-21  National  Society  of  Newspaper  Columnists 
Convention,  Snowbird  Resort,  Salt  Lake  City 

21- 24  Newspaper  Association  of  America  Marketing 

Conference,  Hilton  and  Towers,  Chicago 

AUGUST 

8-11  Mid-Atlantic  Newspaper  Advertising  and  Marketing 
Executives  Summer  Meeting,  Radisson  Hotel, 
Asheville,  N.C. 
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SPJ  GREEN  EYESHADE  AWARDS.  A  number  of  daily 
newspaper  journalists  were  honored  recently  in  the  46th 
Annual  Excellence  in  Journalism  Awards  program,  an  1 1-state, 
all-media  competition,  sponsored  by  the  Atlanta  Professional 
Chapter  of  the  Society  of  Professional  Journalists. 

The  winners,  their  newspapers  and  the  categories  follow: 

Bonna  M.  de  la  Cruz,  Warren  Duzak,  Jim  East  and  Linda 
Quigley,  Nashville  Tennessean,  deadline  reporting;  Chris 
Poore,  Darla  Carter,  Valarie  Honeycutt,  Andy  Mead,  Brenda 
Rios,  Kevin  Nance,  Bob  Geiger,  Lexington  (Ky.)  Herald- 
Leader,  non-deadline  reporting;  Jim  Auchmutey,  Atlanta 
Journal  and  Constitution,  feature  reporting. 

Also:  Scott  Rabalais,  Baton  Rouge,  V2i.,Advocate,  sports 
reporting;  Guy  Shelton,  St.  Petersburg  Times,  sports  commen¬ 
tary;  Sharon  Harvey  Rosenberg,  Broward  County,  ¥\2l..  Daily 
Business  Review,  business  reporting;  Pat  Stith,Joby  Warrick, 
Raleigh,  ^.C.,News  &  Observer,  investigative  reporting. 

Also:  Hal  Boedeker,  Orlando  Sentinel,  criticism;  Bailey 
Thomson,  Afobite  (Ala.)  Register,  editorial;  David  Grimes, 
Sarasota  (Fla.)  Herald-Tribune,  humorous  commentary;  Jim 
Wooten,  Atlanta  Journal  and  Constitution,  serious  commen¬ 
tary;  Maurice  Rivenbaric,  St  Petersburg  Times,  photography; 
Michael  Ramirez,  Memphis,Tenn.,  Commercial  Appeal,  edito¬ 
rial  cartoon. 

TEXAS  DAILY  NEWSPAPER  ASSttCIAtlON  AWARDS. 

Four  daily  Texas  newspapers  are  winners  of  the  1995  “Bright 
Idea"  Awards  sponsored  by  the  Texas  Daily  Newspaper 
Association  and  International  Newspaper  Marketing 
Association.  The  awards  were  presented  at  the  recent  TDNA 
annual  meeting. 

The  winners  are:The  Huntsville  Item,  Galveston  County 
Daily  News,  Corpus  Christi  Caller-Times,  and  Fort  Worth 
Star-Telegram. 

The  TDNA  also  honored  a  number  of  members  with  indi¬ 
vidual  awards. 

DolphTiUotson,  editor  and  publisher  of  the  Galveston 
County  Daily  News,  has  won  the  1995  Pat  Taggart  Award  for 
Texas  Newspaper  Leader  of  the  Year. 

Veronica  Salazar,  vice  president  of  community  relations  at 
the  San  Antonio  Express-News,  won  the  Maybom  Award  for 
Community  Leadership;  San  Angelo  Standard-Times  copy  edi¬ 
tor  Dave  Thomas  won  the  John  Murphy  Award  for  Excellence 
in  Copy  Editing;  Jerry  Hill,  assistant  sports  editor  at  the  Waco 
Tribune-Herald,  was  presented  with  the  Fred  Hartman 
Excellence  in  Sportswriting  Award. 

ROBERT  F.  KENNEDY  JOURNALISM  AWARD.  CBS  vet¬ 
eran  reporters  Ed  Bradley,  Dan  Rather  and  Mike  Wallace  and 
producers  Holly  Fine  and  Paul  Fine  won  the  1996  Robert  E 
Kennedy  Journalism  Award  Grand  Prize  for  their  documen¬ 
tary  on  violence  in  America. 

Journalist  and  author  Harry  Ashmore  received  a  lifetime 
achievement  award. 

Reporters  for  the  following  newspapers  also  were  hon- 
ored:The  Times-Picayune  in  New  Orleans,  Los  Angeles 
Times,  and  the  Saginaw  (Mich.)  News. 

Three  students  from  the  University  of  Texas  won  the  col¬ 
lege  journalism  prize  for  a  series  published  in  the  campus 
newspaper. 
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CPJ  begins 
Balkan  press 
freedom  trip 

A  REPRESENTATIVE  OF  the 

Committee  to  Protect  Journalists 
has  embarked  on  a  two-week  fact-find¬ 
ing  mission  on  the  status  of  press  free¬ 
dom  in  the  former  "Yugoslavia. 

Kati  Marton,  chair  of  CPJ,  will  begin 
the  trip  in  Zagreb  and  travel  to  Sarajevo 
and  Belgrade. 

She  is  scheduled  to  meet  with 
Croatian  President  Franco  Tudjman, 
Serbian  President  Slobodan  Milosevic 
and  acting  Bosnian  President  Ejup 
Ganic.  She  will  also  meet  with  local  and 
foreign  journalists  based  in  the  three 
countries. 

Marton  will  present  her  fmdings  to 
leaders  of  international  press  freedom 
groups  at  the  UNESCO  headquarters  in 
Paris  for  the  May  3  commemoration  of 
World  Press  Freedom  Day. 

Electronic 
FoIA  progress 

An  eitctronic  freedom  of 

Information  Act  was  passed  by  the 
Senate  Judiciary  Committee  and  is 
poised  for  action  on  the  floor. 

The  “Electronic  Freedom  of  Infor¬ 
mation  Improvement  Act  of  1996” 
(S.IOSK)),  co-sponsored  by  Sens.  Patrick 
Leahy  (D-Vt.)  and  Hank  Brown  (R-Colo.), 
has  been  widely  praised  by  press 
groups  for  its  attempt  to  bring  FoIA 
into  the  computer  age. 

“The  Freedom  of  Information  Act 
turns  30  this  year.  It  is  time  to  update 
this  law  for  the  computer  age,”  said 
l£ahy. 

“This  bill  will  help  insure  that  agen¬ 
cies  use  that  technology  to  make  gov¬ 
ernment  more  accessible  and  account¬ 
able  to  its  citizens.” 

The  bill,  a  slightly  different  version  of 
which  was  passed  by  the  full  Senate  in 
1994,  generally  requires  that  electronic 
access  to  federal  agency  records  be 
increased. 

It  also  makes  it  clear  that  FoIA 
applies  to  electronic  data  as  well  as  to 
printed  material. 

Specifically,  it  requires  that  informa¬ 
tion  available  in  the  Federal  Register  or 
“available  for  public  inspection  and 


copying”  under  FoIA  be  available  elec¬ 
tronically. 

In  addition,  agencies  must  provide 
information  in  the  form  requested,  if  it 
is  available;  an  index  of  prior-released 
FoIA  records  is  to  be  released;  and 
copies  of  prior-released  FoIA  records 
wiU  be  available  if  the  agency  deter¬ 
mines  that  there  likely  will  be  addition¬ 
al  requests. 

The  ball  is  now  in  the  House’s  court, 
where  some  members  —  and  press 
groups  —  are  urging  leaders  to  take  up 
the  bill  this  spring. 

However,  in  response  to  a  question 
pKJsed  to  him  during  the  annual 
American  Society  of  Newspaper 
Editors’  meeting.  Speaker  of  the  House 
Newt  Gingrich  (R-Ga.)  said  that  while 
he  supports  the  measure,  he  did  not 
know  if  it  would  be  enacted  this  year. 

The  bill  is  supported  by  23  different 
organizations,  including  the  ASNE,  the 
National  Newspaper  Association,  the 
Newspaper  .>Vssociation  of  America  and 
the  Society  of  Professional  Journalists. 

CIA  budget 
may  be  revealed 

The  senate  inteixigence 

Committee  has  supported  President 
Clinton’s  call  to  release  the  aggregate 
figure  for  the  intelligence  budget. 

Long-considered  one  of  the  worst- 
kept  secrets  in  Washington,  the  figure  is 
believed  to  be  around  $30  billion,  with 
some  estimates  giving  about  $3  billion 
to  the  CIA  and  more  than  $20  billion  to 
the  Pentagon. 

The  president’s  authorization  for 
release,  according  to  White  House  press 
secretary  Mike  McCurry,  reflects  his 
“determination  to  promote  openness  in 
the  intelligence  community.” 

Intelligence  Committee  chairman 
Sen.  Arlen  Specter  (R-Pa.)  supported 
releasing  the  figure  and  noted,  “It 
should  not  cause  concern  at  the 
Pentagon,  but  nevertheless  it  probably 
will.” 

CIA  director  John  Deutch  also  sup¬ 
ported  the  release  —  although  he  said 
he  also  would  have  supported  keeping 
it  secret. 

“I  think  there’s  absolutely  no  danger 
to  doing  it,  and  I  think  it’s  marginally 
beneficial  for  people  to  know  what  the 
top  line  is  of  the  budget,  provided  that 


you  don’t  go  below  that,”  Deutch  told 
the  committee. 

The  proposal  still  has  to  go  to  the 
Senate  Armed  Services  Committee, 
which  has  indicated  a  reluctance  to  act 
on  it  this  year,  according  to  an 
Associated  Press  report. 

Not  all  members  of  the  Intelligence 
Committee,  however,  were  in  agree¬ 
ment  with  the  proposal. 

Sen.  Jon  Kyi  (R-Ariz.)  said,  “The 
American  public  doesn’t  want  to  know 
the  number.  In  feet,  if  there  is  a  prob¬ 
lem  in  this  country  in  terms  of  the 
American  public’s  perception  of  our 
intelligence  community,  it  is  that  we  are 
giving  out  too  much  information.” 

ASNE  board 
members  elected 

During  THE  recent  American 
Society  of  Newspaper  Editors  con¬ 
vention,  the  following  members  were 
elected  to  three-year  terms  on  the 
group’s  board  of  directors:  Richard  A. 
Oppel,  editor,  the  Austin  (Texa.s) 
American-Statesman-,  Deborah  Howell, 
editor,  Newhouse  News  Service, 
Washington,  D.C.;  Tun  J.  McGuire,  edi¬ 
tor/general  manager,  Minneapolis  Star 
Tribune,  }obn  S.  Carroll,  editor,  the 
Baltimore  Sun;  and  Richard  Aregood,  edi¬ 
torial  page  editor,  the  Newark  Star- 
Ledger. 

Elected  to  a  one-year  term  on  the 
board  was  Linda  C.  Lightfoot,  executive 
editor  of  the  Baton  Rouge  (La.)  Advo¬ 
cate. 

NLGJA  moves 
to  D.C. 

The  national  lesbian  and  Gay 
Journalists  Association  has  moved  its 
headquarters  to  Washington,  D.C., 
where  newly  appointed  executive 
director  Michael  L.  Frederickson  will 
oversee  day-to-day  operations. 

The  Sebastopol,  Calif.,  office  will  be 
closed,  but  NLGJA  president  Leroy  Aarons 
will  continue  to  work  from  there. 

The  new  office  is  located  at  1229 
15fii  Street  NW,  Vf^shingtcxi,  D.C.  20005;  but 
its  mailing  address  is  1718  M  Street  NW, 
Suite  425, Washington,  D.C.  2(X)36. 

The  phone  and  fex  numbers  will  be 
available  soon. 
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Oregon  Publisher  Builds  Apartments 

/4s  the  Register-Guard  completes  a  move  to  a  new 
facility,  groundbreaking  for  apartments  will  begin 
on  the  old  site 


Thomson  Pares  Down  Further 

The  company  announced  it  will  sell  12  Canadian 
daily  newspapers  and  fold  its  Canadian  neu>s  service 
and  sales  rep  firm 

12 

Slump  Continues 

A  majority  of  the  nation’s  biggest  newspapers 
reported  circulation  losses,  though  there  are  signs  of 
a  slowing  rate  of  decline 


So-called  Gen  Xers  Do  Read  Newspapers 

Contrary  to  industry  fears,  a  study  finds  that  many 
16- to  29-year-olds  read  newspapers  on  a  regular  basis 


First-Quarter  Earnings  Flat 

Publicly  traded  newspaper  companies  post  unchanged 
or  slightly  higher  earnings  for  the  first  quarter,  despite 
revenue  increases 


Bomb  Blast  Rocks  Spokane  Daily 

Editors  at  the  Spokesman-Review  wonder  if  the 
explosions  are  connected  to  the  newspaper’s  coverage  of 
right-wing  militia  groups 


21 

Pulitzer  Publishing  Expands  Its  Base 

The  parent  company  of  the  St.  Louis  Post-Dispatch 
announces  plans  to  acquire  the  stock  of  Scripps 
League  Newspapers  , 
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. •  BY  . JACK  HART 


Fad  Words 


The  woman  had  a  Ph.O.  in  one  of  those 
frothy  social  sciences,  the  sort  that  serve 
as  breeding  grounds  for  jargon  and  gob- 
bledygook.  She  paced  between  overhead 
projector  and  screen,  lecturing  on  what 
she  called  “learning  styles.” 

I  can’t  remember  much  about  learning  styles, 
which  apparently  had  nothing  to  do  with  study,  prac¬ 
tice  or  hard  work.  But  1  do  remember  that  she  urged 
us  to  keep  a  journal.  Or,  1  should  say,  she  urged  us  to 
“journal” 

“Do  you  journal?”  she  asked.  “1  journal  almost  every 
day.  I’ve  been  journaling  for  years  now.” 

“Journaling!”  (iood  Lord.  I’d  hate  to  see  this 
woman’s  diary.  1  can  imagine  it  only  as  a  graveyard  of 
good  English,  a  place  where  serious  thinking  disap¬ 
pears  under  mounds  of  pretense,  superfi¬ 
ciality  and  faddishness. 

Not  that  she’s  alone  ....  Fad  words  and 
phrases  sweep  through  newsrooms  with 
the  regularity  of  the  tides.  We  may  not 
“journal,”  but  we  are  quick  to  embrace 
phrases  such  as  “no-brainer,”  which  spread 
with  a  rapidity  that  seemed  to  be  proof  of 
its  content. 

It  happened  sometime  in  1S>94,  when 
the  word  “simple”  simply  disappeared  from 
the  newsroom.  Everything  self-evident 
became  a  “no-brainer.”  In  the  process,  we  lost  not  only 
“simple”  and  “self-evident,”  but  also  “obvious,” “logical,” 
“clear,”“apparent,”“evident”  and  “straightforward.” 

Not  that  “no-brainer”  didn’t  originally  have  some 
value  as  a  fresh  figure  of  speech.The  wretch  who 
coined  it  created  a  term  with  obvious  appeal. 

The  500th  was  merely  a  hack,  however,  someone 
who  callously  dismissed  George  Orwell’s  first  rule  of 
writing:  “Never  use  a  metaphor,  simile  or  other  figure 
of  speech  that  you  are  used  to  seeing  in  print.” 

Which  is  not  to  say  that  we  should  resist  any 
change  in  the  language.  As  even  the  flintiest  of  word 
purists  concede,  the  beauty  of  English  is  its  infinite 
capacity  to  embrace  a  growing  and  changing  culture. 

Computer  technology  has  enriched  English  with 
dozens  of  new  terms.  Hardly  anybody  now  blanches 
at  “access”  as  a  verb.  And  the  idea  of  “surfing  the  Net” 
has  a  sense  of  freewheeling  panache  that  would  be 
hard  to  duplicate.  Other  technologies  contribute  their 
own  rich  neologisms.  “Boort  box.”  “Jet  ski.”“Frisbee.” 
“Hovercraft.” 

Theodore  M.  Bernstein  suggested  a  practical  test 
for  separating  word  wheat  from  chaff.  “We  should 
apply  the  test  of  convenience,”  he  said.  “Does  the 


Hart,  a  reporter,  editor  and  journalism  school 
professor,  is  a  senior  editor  at  the  Portland 
Oregonian. 


word  fill  a  real  need?  If  it  does,  let’s  give  it  a  fran¬ 
chise.” 

Fad  words  never  fill  real  needs.Take  “venue,”  the 
fad  word  of  the  decade.  It  now  applies  to  any  perfor¬ 
mance  space  —  a  nightclub,  auditorium,  gymnasium, 
ice  rink ....  You  name  it.  And  it  is  precisely  the  feet 
that  the  specific  terms  exist  that  makes  “venue”  so 
unnecessary. 

Besides,  you  can  visualize  a  gym.Try  forming  a 
mental  picture  of  a  “venue.” 

Or  of  a  slippery  slope,  for  that  matter.  Slippery 
slopes  have  filled  the  op-ed  pages  for  the  past  two 
years. 

You  might  say  that  slippery  slopes  are  “the  buzz” 
around  editorial  offices.  That  term  subs  for  every¬ 
thing  from  “hot  gossip”  to  “excitement”  to  “conven¬ 
tional  wisdom.”  Its  lack  of  precision  no 
doubt  dooms  it  to  the  fete  of  relics  such 
as  “groovy”  and  “awesome.” 

“Step  up,”  will  surely  bum  itself  out,  as 
well.  It’s  still  on  the  upswing,  having 
spread  from  sports  into  the  rest  of  the 
newsroom.  But  it  apparently  means  noth¬ 
ing  more  than  “volunteer”  or  “take  respon¬ 
sibility  for.” 

“With  attitude”  is  another  one  of  those 
bits  of  contemporary  slang  tliat  seem  like¬ 
ly  to  die  the  slow  death  of  vagueness. 

What  does  it  mean,  really?  If  a  piece  of  writing  has 
“attitude,”  it  apparently  has  what  we’ve  always  called 
“voice.”  Or  maybe  it’s  just  opinionated.  Which  makes 
you  wonder  why  we  can’t  just  call  it  “opinionated.” 

Or  terminally  opinionated.  “Terminal”  and  “termi¬ 
nally”  are  the  year’s  fed  modifiers,  and  they  pop  up 
connected  to  everything  from  “boring”  to  “hip.” 

You  also  might  say  that  “terminally”  has  turned  up 
on  the  fed  radar  screen.Alas,“radar  screen”  —  which 
carried  cachet  in  1940  —  now  seems  as  dated  as  a  P-40. 

It’s  certainly  not  a  “work  in  progress,”  which  was 
the  all-purpose  excuse  of  1994.  Anything  short  of 
perfection  was  a  “worit  in  progress,”  a  good-feith 
effort  that  would  eventuall)'  rise  to  the  level  of  actual 
success. 

Unfortunately,  nobody  stepped  up  to  helm  us  clear 
of  such  a  seductive  cliche.Too  had. “Helmed,”  like 
“journaled,”  is  pretentious  to  the  point  of  foolishness. 

But  the  appearance  of  pretense  is  the  least  of  die 
sins  flowing  from  fed  English. 

Word  feds  can  cripple  the  language  because  they 
operate  by  a  kind  of  verbal  Gresham’s  Law.  Fad 
words  are  almost  always  vague.  And  vague  words 
drive  their  more  specific  alternatives  out  of  our  com¬ 
mon  vocabulary.  Every  time  we  adopt  a  fed  word,  we 
lose,  by  at  least  some  small  measure,  our  ability  to 
discriminate  and  communicate. 

And  that’s  a  damned  slippery  slope. 
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Local  News 

IT  IS  SIGNIFICANT  that  the  importance  of  local  news  for  newspa¬ 
pers  has  been  rediscovered  by  recent  readership  polls  (E&P,  May  4, 
p.  12).  Editors  of  non-metropolitan  newspapers  have  known  this  for 
many  years.  So  have  the  editors  of  some  metropolitan  newspapers. This 
does  not  denigrate  the  importance  of  national  and  international  news  — 
and  there  have  been  big  stories  there  to  follow  ever  since  the  Berlin 
wall  came  down  —  but  some  editors  may  have  neglected  their  local 
news  because  of  that. 

E&P  has  been  touting  the  importance  of  local  news  ever  since  the 
old  Bureau  of  Advertising,  many  years  ago,  came  up  with  the  slogan,  “All 
business  is  local.”A  recent  Washington  Post  p)oll,  reported  to  the 
Newspaper  Asstxriation  of  America  last  week,  revealed  that  70%  of  regu¬ 
lar  newspaper  readers  were  very  interested  in  local  news  coverage, 
while  only  56%  were  equally  concerned  with  national  reporting  and  just 
23%  with  international  news. 

Put  that  together  with  another  poll  which  discovered  that  40%  of 
people  between  the  ages  of  19  to  29  read  newspapers  occasionally  or 
regularly,  and  those  between  25  to  29  read  them  more  frequently  than 
that,  and  it  may  induce  a  lot  of  editors  to  rebuild  their  local  news  staffs 
that  they  may  have  neglected  over  the  years. 


Anonymous  Sources 

SEN.  ALAN  SIMPSON  (R-Wyo.)  gave  the  use  of  anonymous  sources  a 
bad  rap  in  his  talk  to  newspaper  publishers  last  week  when  he 
complained  about  the  premature  announcement  of  his  plans  for 
retirement  as  an  “intrusion  on  his  privacy.” 

We  never  heard  of  a  U.S.  senator  claiming  that  the  right  to  privacy 
covered  his  future  plans  for  public  office.  Besides,  the  report  of  his 
planned  retirement  was  accurate.The  senator  is  sore  because  the  report 
upset  his  political  timetable. 
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of  view,  a  balanced  per-  to  the  Commis 

spective  which  has  been  Rights,  it  met  t 

missing  from  much  of  approval  of  all 

the  news  coverage  including  the  1 

about  our  labor  dispute.  for  a  Subcomn 

Readers  may  want  to  Freedom  of  InJ 

know,  however,  that  sisting  of  from 

Detroit  Newspapers  hers,  appointet 

CEO  Frank  Vega  made  Economic  and 

some  comments  to  including  men 

your  reporter  which  press, 

are  simply  not  factual. 

Vega  stated  that  180  Newspapers 
auto  dealers  were  adver-  country  were 

tising  in  one  or  both  of  feel  the  effecu 

the  pajjers  prior  to  the  old  strike  in  tl 

strike,  and  that  130  to  fields.  Many  d£ 
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That’s  not  true.  As  of 
March,  26,134  former  From  Editc 
auto  advertisers  had  May  j 

not  purchased  an  ad  in 
either  paper  for  at  least 
30  days.  Only  94  former  auto  advertis¬ 
ers  are  still  purchasing  ads. 

Vega’s  misstatement  of  the  facts 
about  auto  dealers  is  typical  of  the 
effort  by  Detroit  Newspaper  executives 
to  minimize  the  impact  of  a  strike  by 
more  than  2,000  newspaper  workers, 
which  has  drawn  support  from  hun¬ 
dreds  of  thousands  of  Detroit  citizens 
who  have  canceled  their  subscriptions. 

As  everyone  in  the  newspaper  busi¬ 
ness  knows,  advertisers  follow  readers. 
More  than  1,000  advertisers  have  with¬ 
drawn  ads  from  the  two  papers,  while  a 
little  more  than  8(X)  remain. 

As  you  accurately  repotted,  overall 
losses  to  Knight-Ridder  and  Gannett, 


For  additional  stories,  analysis 
.and  industry  resources,  . 
visit  us  on  the  Web 

http://www.mediainfo.com 


50  YEARS  AGO. . .  The  State 
Department  has  proposed  that 
the  United  Nations  place  con¬ 
sideration  of  world  freedom  of 
information  in  the  hands  of  a 
special  group.  When  Mrs. 
Franklin  Delano  Roosevelt 
read  the  official  U.S.  proposal 
to  the  Commission  on  Human 
Rights,  it  met  the  tentative 
approval  of  all  six  delegates, 
including  the  Rus-sian.  It  called 
for  a  Subcommission  on 
Freedom  of  Information,  con¬ 
sisting  of  from  10  to  15  mem¬ 
bers,  appointed  by  the 
Economic  and  Social  Council 
including  members  of  the 
press. 


Newspapers  throughout  the 
country  were  beginning  to 
feel  the  effects  of  a  six-week- 
old  strike  in  the  soft  coal 
fields.  Many  dailies  were  buy¬ 
ing  diesel  generators. 

From  Editor  &  Publisher 
May  11,  1946 


owners  of  the  News 
and  Free  Press,  as  a 
result  of  this  strike,  now 
total  in  the  hundreds 
of  millions  of  dollars. 
Detroit  Newspaper 
executives  cannot  make 
these  losses  disappear 
by  simply  denying  them. 
The  way  to  return  the 
Detroit  News  and 
Detroit  Free  Press  to 
profitability  is  to  return 
to  the  bargaining 
table,  and  negotiate  a 
fair  settlement  so  that 
striking  workers  can 
return  to  their  jobs. 

Al  Derey 

Derey  is  the  chair  of  the 
Metropolitan  Council 
of  Newspaper  Unions 

Says  press 
doesn't 
get  it 

The  press  really 

doesn’t  get  it 
when  it  comes  to 
reporting  on  the 


videotaping  of  two  illegal  immigrants 
who  were  beaten  by  a  couple  of  sher¬ 
iffs  deputies  in  Los  Angeles. 

The  real  story  here  isn’t  that  undocu¬ 
mented  aliens  were  clubbed  after  lead¬ 
ing  deputies  on  a  100-mile-an-hour 
chase. 

The  problem  is  that  there  are  too 
many  rogue  cops  armed  with  gims, 
clubs  and  badges  who  are  psychologi¬ 
cally  unfit  to  be  in  law  enforcement.  A 
national  effort  should  be  made  to  weed 
them  out  of  the  system. 

When  the  media  uses  incidents 
like  this  videotaped  beating  to  derail 
legitimate  efforts  to  curb  illegal  immi¬ 
grants.  you  are  not  serving  the  public 
or  the  truth.  We  have  a  real  problem 
with  a  growing  police  state  in  America, 
and  Bill  Clinton’s  addition  of  100,000 
police  officers  to  combat  crime  simply 
added  fuel  to  the  fire.  More  police 
officers  will  not  stop  crime.  Rodney 
King  and  the  beating  of  the  illegal 
immigrants  are  just  two  incidents  that 
are  all  too  typical  in  communities 
across  this  country,  and  they  unfortu¬ 
nately  happen  to  all  Americans  — 
Hispanic,  black  and  white. 

Geno  Lawrenzi  Jr. 

Lawrenzi  fr.  is  a  former  reporter 
of  the  Los  Angeles  Herald-Examiner 
and  the  Phoenix  Gazette 


cative 

39  million  readers  trust  USA  WEEKEND 
to  give  them  a  balanced  report  of  the  news 
and  newsmakers  affecting  their  lives. 


the  magazine  Americ 
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bift  if  time  you  got 
away  fiom  it  all? 


Photo,  Rosemary  Lincoln,  The  Patriot  Ledger. 

New  England  newspapers  roll  out  great  getaways  every  day  of  the  year.  Invite  your  best 
prospects  to  purchase  goods  and  services  in  a  market  where  seasonal  change  offers  exceptional 
opportunities.  Retail  ads  running  in  these  newspapers  deliver  an  audience  bent  on  the  big  business 
of  relaxation  and  recreation. 
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Oregon  Publisher 
Builds  Apartments 


BE  mCISTER-GUARD  may 
1^  completing  a  move  begun 
iKvetal  years  ago,  but  Guard 
iliblishing  Co.  is  not  leaving 
ijugene.  It’s  not  even  aban- 
#>ning  its  paper’s  downtown 
offices. 

About  two  years  ago,  the 
west-central  Oregon  daily,  the 
state’s  second  largest,  relo¬ 
cated  production  to  a  new 
plant  five  miles  north  of 
downtown,  but  still  within 
city  limits.  By  late  next  summer,  the  newspaper’s 
back  shop  and  front  office  will  be  rejoined  when 
editorial  and  business  operations  move  into  a  new 
office  adjacent  to  the  plant. 

When  that  happens,  the  University  of  Oregon  will 
expand  into  the  paper’s  downtown  offices,  and  on 
its  parking  lot.  Guard  will  erect  a  seven-story,  60-unit 
apartment  building. 

While  much  still  depends  on  the  city’s  permit 
process,  said  Register-Guard  vice  president  and  gen¬ 
eral  manager  Fletcher  Little,  “The  plan  at  this  point 
is  to  break  ground  in  June  or  July.  It  will  take  a  little 
over  a  year  to  actually  complete  the  project.” 

The  project  is  actually  two  projects;  simultaneous 
construction  of  the  downtown  apartment  building 
and  the  paper’s  new  offices.  Little  said  Guard  Pub¬ 
lishing  will  own  the  apart¬ 
ment  building  but  operate  the 
business  through  a  contract 
with  a  management  company. 

Guard  Publishing  is  not 
new  to  the  role  of  landlord. 

When  presses  in  its  new  plant 
went  into  live  production,  the 
University  of  Oregon  leased 
the  old  plant  for  its  own  print¬ 
ing  facility.  And  when  the 
paper’s  staff  moves  into  its 
new  offices,  the  university 
“will  occupy  the  rest  of  our 
current  office  building  down¬ 
town,”  said  Little. 

“They  intend  to  use  it  for  a 
continuing  education  center.  I 
believe  they  are  going  to  put 
their  radio  station  into  it,  and 
they  are  looking  for  a  couple 
of  other  tenants,  as  well,”  he 
said.  The  university’s  lease 


Guard  Publishing  to  put 
up  seven  stories  on 
downtown  parking  lot 
and  lease  existing 
offices  to  university 

BY  JIM  ROSENBERG 


takes  effect  as  soon  as  Guard 
moves  out,  “and  that  should 
be  by  September  of  ’97,”  Little 
said. 

Little  said  the  newspaper 
company  got  into  the  residen¬ 
tial  rentals  business  when  a 
local  developer  approached 
Guard  with  research  that  sup¬ 
ported  his  plan  to  develop  the 
downtown  site. 

“We  recognized  that,  as  we 
moved  out  of  the  downtown 
facility,  we  had  an  awful  lot  of  property  . . .  some¬ 
thing  in  excess  of  four  acres  that  should  really  be 
developed  beyond  being  a  parking  lot  We  just  saw 
an  opportunity  to  leave  more  behind  than  a  parking 
lot  and  an  empty  building,”  Little  said. 

“It  just  seemed  like  a  unique  opportunity  for  us,” 
he  continued,  noting  frequent  questions  from  city 
officials  about  the  fate  of  the  downtown  facilities. 

“We  think  it’s  a  good  solution,  both  for  us  finan¬ 
cially  and  leaving  something  of  a  very  positive 
nature  for  the  downtown  economy.  It  seems  to  be  a 
good  fit.” 

The  city’s  population  is  approximately  121,000, 
while  almost  2SK),000  people  live  in  Lane  County, 
which  Little  said  is  his  paper’s  maricet.  His  paper’s 
circulation,  inching  up  since  the  early  1990s,  now 


Guard  Publishing  Co.  will  build  an  apartment  building  in  the  parking  lot  across  from  its 
Eugene,  Ore.,  Register-Guard's  downtown  offices,  which  it  will  lease  to  a  university. 
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Little  said  the 
newspaper 
company  got 
into  the 
residential  rentals 
business  when 
a  local  developer 
approached 
Guard  with 
research  that 
supported 
his  plan  to 
develop  the 
downtown  site 


stands  at  almost  76,000  weekdays,  79,000  on  Sunday 
and  over  86,000  on  Saturday. 

In  some  respects,  developing  and  renting  proper¬ 
ties  is  characteristic  of  Guard  Publishing.  The  com¬ 
pany  has  not  been  timid  in  its  business  decisions.  It 
invested  in  Bend,  Ore  .-based  Bellatrix  Systems,  the 
firm  that  supplies  its  electronic  news  rack  technol¬ 
ogy  —  which  it  used  to  support  a  change  to  three- 
tier  pricing. 

It  also  raised  its  per-copy  prices  during  the  last 
recession  and  saw  an  increase  in 
sales. 

It  also  pursued  construction  dur¬ 
ing  the  recession  and  equipped  its 
new  plant  with  what  was  then 
only  the  third  order  for  a  Mit¬ 
subishi  offset  newspaper  press  — 
two  four-color  satellite  units  and 
eight  units  and  half  decks  {E&P, 
Nov.  30, 1991,  p.  24). 

After  operating  the  new  press 
for  about  two  years.  Little  said;  “We 
couldn’t  ask  for  a  better  scenario. 
We’re  tracking  right  now  about 
98%  on-time  starts  and  finishes 
with  our  press  runs,  and  every¬ 
thing  is  just  working  beautifully.’’ 

■While  larger  media  companies 
may  own  real  estate.  Guard  is  prob¬ 
ably  unusual  in  its  rental  business. 
But  it’s  not  the  first  to  hold  resi¬ 
dential  property.  I’he  owner  of  the 
Taconic  Press,  in  high-rent 
Duchess  County,  N.Y.,  bought  and  repaired  a  two- 
story  house  in  1988  to  provide  affordable  apart¬ 
ments  for  employees  of  his  11  publications. 

Chai^g  employees  monthly  rent  equal  to  about  a 
week’s  starting  pay,  Taconic  publisher  Hamilton 
Meserve  told  E&P,  “They  basically  have  no  lease. 
The  understanding  is  this  is  available  as  long  as  they 
are  employees  of  the  papers.”  (£(S’F,  Feb.  4, 1989,  p.  14.) 

Seventy-five  years  ago,  the  Newark  Star-Eagle 
tried  to  boost  its  67,248  circulation  by  offering  new 
six-month  subscribers  40 'x  100'  wooded  lots  in  a 
section  of  what  is  now  heavily  developed  north¬ 
eastern  New  Jersey  for  just  $76.50. 

Last  month,  Star-Ledger  reporter  Jonathan  Jaffe 
dug  up  the  origins  of  Woodbridge  Township’s  Star 
and  Eagle  streets  and  Auth  and  Block  avenues.  (His 
paper  derives  its  name  from  the  predecessor 
Newark  Ledger's  merger  with  its  financially  ailing 
competitor.) 

Unable  to  profit  from  his  own  real  estate  invest¬ 
ment,  Star-Eagle  general  manager  Henry  Auth  sold 
the  parcel  of  land  to  otlier  investors,  who  in  turn 
resold  it  to  Auth’s  paper,  which  then  subdivided  it 
for  its  owm  promotion. 

The  Star-Eagle’s  success  in  selling  papers  and  the 
yards  on  which  to  toss  them  remains  unknown,  but 
a  major  local  retailer  eventually  bought  lots  the 
paper  couldn’t  sell. 

Block  Avenue,  by  the  way,  was  named  for  Paul 
Block,  the  defunct  daily’s  publisher  and  eventual 
sole  owner,  whose  son,  William,  co-published  the 
Pittsburgh  Post-Gazette  and  is  board  chairman  of 
parent  company  Blade  Communications. 


BY  DOROTHY  GIOBBE 

News  Execs 
Say  Campaign 
Coverage  Stinks 

EDING  a  lament  voiced  by  the  nation’s  voters, 

St  newspaper  executives  don’t  think  the  media 
including  their  own  newspapers  —  are  doing  a 
f  good  job  of  covering  the  19S>6  presidential 
campaign. 

According  to  a  new  study  based  on  interviews 
with  888  publishers,  editors  and  advertising  direc¬ 
tors,  fewer  than  one  in  ten  participants  say  the 
media  are  doing  an  excellent  job  of  reporting  on 
the  campaign  thus  far. 

When  rating  their  own  campaign  coverage  on  a 
scale  from  one  to  10,  with  10  as  excellent,  the 
entire  newspaper  executives  on  average  graded 
themselves  between  five  and  six.  Other  media  rated 
about  the  same. 

But  when  the  executives  were  split  into  cate¬ 
gory,  editors  graded  themselves  harshly,  with  only 
3%  rating  their  own  newspapers’  presidential  cam¬ 
paign  coverage  as  excellent,  compared  to  presi¬ 
dents/publishers  (5%),  and  advertising/marketing 
directors  (8%). 

The  study  was  conducted  by  media  research  firm 
American  Opinion  Research  as  part  of  the  annual 
State  of  the  Newspaper  Industry  study.  It  was  spon¬ 
sored  by  the  Los  Angeles-based  Foundation  for 
American  Communications. 

“These  are  very  mediocre  ratings,”  said  Anthony 
M.  Casale,  president  of  AOR,  and  a  former  editor  at 
USA  Today.  “Even  editors  rated  themselves  poorly, 
indicating  they  recognize  the  need  to  do  a  more 
perceptive  job  of  campaign  reporting.” 

The  most  often-cited  reason  (44%)  for  the  sub¬ 
standard  quality  of  coverage  is  that  the  media  do  not 
cover  national  issues  germane  to  the  campaign. 

Others  say  that  there  is  too  much  focus  on  the 
“horse  race”  aspect  of  the  presidential  race  (25%); 
too  little  analysis  of  campaign  issues  (13%);  and  the 
media  decide  who  are  the  ‘major’  and  ‘minor’  candi¬ 
dates  (9%).  Also,  participants  said  there  is  not 
enough  analysis  of  candidate  performance  (8%),  and 
too  much  emphasis  on  ‘event’  coverage  (8%). 

When  rating  the  performance  of  all  media,  21%  of 
the  advertising/marketing  directors  said  the  media 
do  an  excellent  job  of  providing  useful  information 
to  voters,  compared  with  9%  of  the  publishers  and 
8%  of  the  editors. 

Grading  the  media  on  providing  fair,  unbiased 
coverage  of  candidates,  14%  of  the  editors  rate  the 
media  excellent,  compared  with  9%  of  the  presi¬ 
dents/publishers  and  6%  of  the  advertising/market¬ 
ing  directors. 

(See  Coverage  on  page  35) 
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BY  MARK  FITZGERALD 


Thomson  Pares 
Down  Further 


CCELERATING  ITS  “STRATEGIC  marketing  groups” 
reorganization  and  its  parent  corporation’s  move 
away  from  printed  newspapers,  Thomson  Newspa¬ 
pers  announced  it  would  sell  1 2  of  its  remaining  22 
Canadian  daily  newspapers  to  Hollinger  Interna¬ 
tional. 

Sale  of  six  of  those  papers,  located  in  the  Mar¬ 
itime  provinces  and  Newfoundland,  was  announced 
April  30. 

On  May  7,  Thomson  said  it  will  also  sell  six 
Ontario  dailies  and  the  weekly  Standard  in  Elliot 
Lake,  Ontario,  to  Hollinger. 


To  sell  12  more 
papers  to 
Hollinger, 
leaving  the  chain 
with  only  10 
in  Canada;  its 
Canadian  news 
service  and 
sales  rep  firm 
also  closed 

case  in  point. 

“A  key  to  our 


In  its  April  30  announce¬ 
ment,  Thomson  also  said  it 
was  folding  Thomson  News 
Service,  Canada,  and  Thom¬ 
son  Media  Sales,  which  had 
handled  national  advertising 
sales  for  its  Canadian  newspa¬ 
pers. 

The  moves  are  all  part  of  a 
reorganization  launched  last 
year  to  transform  Thomson 
from  a  traditional  newspaper 
chain  to  a  broad-based  mar¬ 
keting  and  communications 
company.  To  that  end,  Thom¬ 
son  has  been  shedding  many 
of  its  far-flung  newspapers 
and  organizing  the  others  in 
geographically  tighter  “strate¬ 
gic  marketing  groups.” 

This  latest  sale  to  Hollinger 
International,  publisher  of 
the  Chicago  Sun-Times,  is  a 

long-term  growth  strategy  in 


with  Hollinger,  Thomson  will  sell  two  Newfound¬ 
land  dailies:  the  40,000-circulation  Evening 
Telegram  in  St.  John’s  and  the  10,000<irculation 
Western  Star  in  Comer  Brook;  the  22,000<:irculation 
Guardian  in  Chariottetown,  Prince  Edward  Island; 
three  Nova  Scotia  dailies;  the  10,000-circulation 
Evening  News  in  New  Glasgow,  8,000-circulation 
Daily  News  in  Truro,  and  the  30,000-circulation 
Cape  Breton  Post  in  SydneyAlso  included  in  the  sale 
is  the  8,000<irculation  weekly  Northern  Light  in 
Bathurst,  New  Brunswick. 

As  part  of  the  transaction,  the  companies  said, 

Hollinger  will  transfer  three 
Alberta  weeklies  with  a  com-  qE 

bined  circulation  of  8,000  to  ^  i 

Thomson:  the  Taber  Times;  tVClTlSdCtiOH,  tuC 

VauxhaU  Advance;  and  the  Companies  Said, 
Sunny  South  News  in  Coal- 

dale.  Hollinger  will 

“The  newspapers ...  will  transfer  three 

link  up  with  Thomson’s 

[22,000-circulation]  Leth-  Alberta  Weeklies 
bridge  Herald  to  form  an  ^  combined 

emerging  strategic  maiketing  .  -  _ 

group,”  Thomson  said  in  a  Circulation  OJ 

statement.  8,000  tO  ThomSOn 

This  latest  Hollinger-Thom- 
son  transaction  is  the  third  between  the  two  Cana¬ 
dian  newspaper  giants  in  the  past  year.  Last  summer, 

Thomson  sold  24  dailies  to  Hollinger  in  two  sepa¬ 
rate  transactions. 

The  most  recent  transaction  should  close  this 


summer,  the  companies  said. 

The  six  Thomson  papers  to  be  shed  in  Ontario  are 
the  17,000-circulation  Standard-Freeholder  in  Corn¬ 
wall;  16,000-circulation  Chatham  Daily  News; 
5,000<irculation  Northern  Daily  News  in  Kirkland 


Canada  is  to  build  more  complete 
mariteting  businesses  around  our 
newspapers  in  response  to  the 
changing  needs  of  our  customers,” 
Thomson  Newspapers  president 
and  CEO  Dick  Harrington  said. 

“As  we  continue  to  successfully 
implement  this  innovative  apy- 
proach,  which  affords  us  the  oppor¬ 
tunity  to  optimize  market  potential, 
we  have  concluded  that  markets 
where  we’re  located  in  the  Mar- 
itimes,  Newfoundland  and  in  sev¬ 
eral  Ontario  locations  do  not  fit 
within  this  strategy.” 

In  its  agreement  in  principle 


Lake;  23,000-circulation  Observer 
in  Sarnia;  26,000<.'irculation  Sudbury 
5f«r;and  the  11,000-circulation 
(See  Thomson  on  page  35) 

'A  key  to  our  long-term  growth 
strategy  in  Canada  is  to  build  more 
complete  marketing  businesses 
around  our  newspapers ....  We 
have  concluded  that  markets  where 
we're  located  in  the  Maritimes, 
Newfoundland  and  in  several 
Ontario  locations  do  not  fit  within 
this  strategy.” 

—  Dick  Harrington,  president  and 
CEO,  Thomson  Newspapers 
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CIRCULATION 


BY  MARK  FITZGERALD 


Slump  Continues 


For  THE  SIXTH  Audit  Bureau  of 

Circulations  reporting  period  in  a  row, 
metro  newspaper  circulations  remained 
in  an  across-the-board  slump. 

Fifteen  of  the  nation’s  25  biggest 
newspapers  reported  year-to-year  daily  circulation 
decreases  in  publishers’  statements  compiled  in  the 
Audit  Bureau’s  FAS-FAX  report  for  six  months 
ended  March  31. 

This  latest  FAS-FAX  also  confirms  that  the 
Sunday  paper  has  lost  the  sales  punch  that  sus¬ 
tained  so  many  newspapers  through  previous  lean 
years.  Of  the  25  biggest  Sunday  papers,  fully  21 
reported  circulation  declines  compared  to  the 
same  period  in  1995. 

Despite  the  sales  declines,  however,  the  latest 

_  FAS-FAX  provided  some 

cheering  news  for  the  industry. 

For  one  thing,  many  of 
the  circulation  declines 
were  deliberate,  as  big-city 
newspapers  continued  to 
pare  their  distribution  reach. 
Much  of  the  decrease,  too, 
could  be  traced  to  higher 
single-copy  and  home-deliv¬ 
ery  prices  imposed  when 
newsprint  costs  soared 
through  1995.  Now  that 
newsprint  prices  are  easing, 
that  should  become  less  of  a 
sales  factor. 

Indeed,  the  declines  showed  signs  of  slowing, 
when  compared  to  the  deeper  decreases  of  the 
last  ABC  reporting  period. 

The  sense  of  unfinished  business  permeated 
many  of  the  circulation  results. 

For  instance,  big  year-to-year  daily  circulation 
declines  at  Newsday  —  off  114,536  copies  to 
555,203  —  reflected  the  shuttering  of  New  York 
Newsday.  Sunday  circulation  declined  102,305  to 
643,421. 

The  second-biggest  daily  decline  among  metro 
papers  was  registered  by  the  Los  Angeles  Times, 
which  is  still  shrinking  its  distribution  area  and 
instituted  price  increases  during  the  past  year.  The 
Times  was  off  yi,yn  copies  to  1,021,121  week¬ 
days.  Sundays,  the  paper  declined  66,515  to 
1,391,076. 

Similarly,  tlie  biggest  gainers  benefited  from 
events  that  unfolded  in  the  past  year. 

Just  as  it  was  in  the  last  FAS-FAX,  the  Houston 
Chronicle  was  far  and  away  the  biggest  circulation 
gainer,  thanks  to  the  folding  of  the  rival  Houston 
Post. 

Chronicle  daily  circulation  jumped  137,835 


For  the  sixth 
straight  Audit 
Bureau  of 
Circulations 
tx*/xn1ing  petiod, 
a  majority  of  , 
the  Top  25 
newspapers 
,  ixjxnt  chxrulatuni 
declines 


copies  to  551,553-  Its  Sunday  circulation  gained 
155,976  to  l(A,AYb. 

Another  big  winner  was  the  New  York  Daily 
News,  which  saw  its  daily  circulation  grow  32,910 
copies  to  758,509.  The  Sunday  News  gained  36,470 
to  go  above  the  1  million  mark,  to  1,010,504.  New 
Yoric’s  other  tabloid,  the  Post,  gained  more  modest¬ 
ly  in  the  wake  of  the  shuttering  of  New  York 
Newsday.  Its  daily  circulation  was  up  10,051 
copies  to  418,255. 

These  results  led  another  metro  circulation  gain¬ 
er,  the  Chicago  Sun-Times,  to  note,  in  the  words  of 
a  story  in  the  paper  by  business  reporter  Jim  Kirk, 
that  it  was  “the  only  newspaper  in  the  top  10 
(metro  papers)  to  record  an  increase  without  gain¬ 
ing  from  a  major  competitor  folding.” 

The  Sun-Times  was  up  591  copies  to  501,115 
on  weekdays,  while  declining  on  Sundays  24,093 
to  469,161. 

Downtown  rival  Chicago  Tribune  reported  cir¬ 
culation  losses  both  in  daily  circulation  —  down 
23,375  to  667,908  —  and  on  Sundays,  off  32,372  to 
1,066,393- 

The  nation’s  two  biggest  national  newspapers, 
the  Wall  Street  Journal  and  USA  Today,  reported 
circulation  gains-The  Journal  was  up  17,981 
copies  to  1,841,188. 

USA  Today  rep)orted  a  Monday  through  Thursday 
circulation  of  1,617,743,  up  47,1 19.The  FAS-FAX 
figure  does  not  include  USA  Today's  substantial 
bulk  sales  program. 

Once  again,  USA  Today's  Friday  paper,  which 
stays  on  newsstands  through  the  weekend,  was  the 
biggest  selling  single  edition  sold  in  the  country.  Its 
sales  averaged  over  2  million  —  2,009,223  —  in 
this  reporting  p)eriod. 

In  a  closely  watched  rivalry,  the  Rocl^ 

Mountain  News  remained  the  biggest  daily  circula¬ 
tion  pap>er  in  Denver  despite  its  announcement 
earlier  this  year  that  it  would  no  longer  circulate  to 
a  large  part  of  its  previous  geographic  market.The 
Rocky's  daily  circulation  of  333,471  was  down 
2,570,  but  remained  higher  than  the  Denver  Post's 
daily  average  of  316,027  —  which  was  up  12,643 
over  the  year. 

On  Sundays,  however,  the  Post  continued  to  best 
the  Rocky. 

Post  Sunday  circulation  of  456,057  represented  a 
gain  of  6,189  copies.  Sunday  Rocky  Mountain  News 
circulation  was  rep)orted  at  439,295,  down  10,140. 

For  the  second  consecutive  rep)orting  p)eriod, 
there  were  no  circulation  results  from  Detroit’s 
two  dailies,  the  Detroit  News  and  Detroit  Free 
Press.  The  papiers  and  their  joint  operating  agency 
were  hit  with  a  strike  by  six  editorial  and  produc¬ 
tion  unions  last  July. 
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ABC  FAS-FAX  FOR  TOP  25  DAILY  NEWSPAPERS 

(For  six  months  ended  March  31, 1996! 

Average  Gain/loee 

Daily  same  period 
circulatioB  last  year  j 

1  Wail  Street  Journal  (m) 

1,841.188 

+17,981 

(national  edition) 

2  USA  Today  (m)  (M-Th) 

1,617,743 

+47,119 

3  New  York  Tunes  (m) 

(national  edition) 

1.157,656 

-13,213 

4  Ix)s  Angeles  Times  (m) 

1,021,121 

-37,377 

5  Washington  Post  (m) 

834,641 

-5,592 

6  New  York  Daily  News  (m) 

758,509 

+32,910 

7  Chicago  Tribune  (m) 

667,908 

-23,375 

8  Newsday  (all-day) 

555,203 

-114,536 

9  Houston  Chronicle  (m) 

551,553 

+137,835 

10  Chicago  Sun-Times  (m) 

501,115 

+591 

1 1  Dallas  Morning  News  (m )  (M-Th) 

494,266 

-21,305 

12  San  Francisco  Chronicle  (m) 

493,942 

-5,583 

13  Boston  Globe  (m) 

486,403 

-14,184 

14  PhUadeiphia  Inquirer  (m) 

446,842 

-24,121 

15  Newark  Star-Ledger  (m) 

433,317 

-16,999 

16  New  York  Post  (m) 

418,255 

+10,051 

1  17  Phoenix  Arizona  Republic  (m) 

399,830 

• 

18  Cleveland  Plain  Dealer  (m) 

398,398 

-6,(K)2 

19  Minneapolis/St.  Paul  StarTribune  (m)  (M-Sat)  388.120 

•• 

20  Miami  Herald  (m) 

378,195 

-19,748 

21  San  Diego  Union-Tribune  (m) 

376,511 

-6,293 

22  St.  Petersburg  Times  (m) 

364,810 

-7,641 

23  Orange  County  Register  (m) 

358,173 

+385 

24  Portland  Oregonian  (m) 

349,193 

-1,785 

25  Baltimore  Sun  (m)  (M-Sat) 

337,292 

*  Change  in  reporting  plan  from  M-Sat  to  M-F 

**  Change  in  reporting  plan  from  M-Sat  to  separate  reporting  plans  of  M,  Tues,  W-Sat  and  M-Sat 

***  Morning  and  evening  editions  of  the  Sun  were  combined  to  M-Sat  reporting  plan 

Not  filing:  Detroit  News  and  Free  Press,  in  9th  position  during  same  reporting  period  last 

year,  and  Detroit  News,  in  25th  position  in  March  1995  reporting  period.  Since  July  1995,  six 

production  and  editorial  unions  have  been  striking  the  jointly  produced  papers,  which  have 

continued  to  publish. 

ABC  FAS-FAX  FOR  TOP  25  SUNDAY  NEWSPAPERS 

(For  six  months  ended  March  31. 1996) 

Average 

Gaia/toss 

Sunday 

same  period 

circulation 

last  year 

1  New  York  Times 

1,746,707 

-23,797 

2  Los  Angeles  Times 

1,391,076 

-66,515 

j  3  Washington  Post 

1,140,564 

-13,258 

4  Chici^o  Tribune 

1,066,393 

-32,372 

5  New  York  Daily  News 

1,010,504 

+36,470 

6  PhUadeiphia  Inquirer 

901,891 

-17,498 

7  Dallas  Morning  News 

803,610 

-18,284 

8  Boston  Globe 

777,902 

-8,015 

9  Houston  Chronicle 

764,443 

+155,976 

10  Atlanta  Journal  &  Constitution 

715,397 

-1,562 

11  Minneapolis/St.  Paul  StarTribune 

682,318 

-13,231 

12  San  Francisco  Examiner  &  Chronicle 

646,171 

-13,978 

13  New^y 

643,421 

-102,305 

14  Newark  Star-Ledger 

641,393 

-34,138 

15  Phoenix  Arizona  Republic 

597,255 

-14,449 

16  St.  Louis  Post-Dispatch 

541,991 

-11,113 

17  Cleveland  Plain  Dealer 

528,818 

-15,568 

18  Seattle  Times/Post-InteUigencer 

506,216 

-942 

19  Miami  Herald 

500,654 

-20,947 

20  Baltimore  Sun 

488,562 

-5,979 

21  MUwaukee  Journal  Sentmel 

462,168 

-21,377 

22  Chicago  Sun-Times 

469,161 

-24,093 

23  St.  Petersbuig  Times 

462,103 

-8,821 

24  Denver  Post 

456.057 

+6,189 

25  San  Diego  Union-Tribune 

453,891 

-3,948 

Not  filing:  Detroit  News  and  Free  Prass,  in  3rd  position  during  same  reporting  period  last 

year.  Since  July,  six  production  and  editorial  unions  have  been  striking  the  jointly  produced 

1  papers,  which  have  continued  to  publish. 
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BY  DEBRA  GERSH  HERNANDEZ 

So-called  Gen 
Xers  Do  Read 
Newspapers 

ONE  OF  THE  first  things  to  remember  about 

Generation  X  is  that  its  members  hate  to  be  called 
Generation  X. 

That,  perhaps,  is  illustrative  of  the  problem  newspapers 
have  with  reaching  these  16-  to  29-year-olds  —  they  just  don’t 
get  it. 

But  all  is  not  lost. 

A  new  survey  from  the  American  Society  of  Newspaper 
Editors  and  the  Newspaper  Association  of  America  found  that 
these  so-called  Gen  Xers  are  reading  newspapers  and  have  a 
considerable  interest  in  newspaper  advertisements. 

The  values  and  expectations  of  Xers  are  maricedly  different 
from  those  of  the  Baby  Boomers,  but  that  does  not  mean  the 
derogatory  stereotypes  often  applied  —  slackers,  a  lost  genera¬ 
tion  —  are  true. 

They  are  not  true,  according  to  Sean  E  Keller,  an  associate 
director  at  Yankelovich  Partners,  who  also  pointed  out  that 
within  the  Xer  profile  there  are  very  different  groups  of  peo¬ 
ple. 

About  four  in  ten  of  these  young  people  read  a  newspaper 
occasionally  or  regularly,  Keller  told  those  at  the  ASNE  conven¬ 
tion,  while  only  a  quarter  report  that  they  seldom  or  never 
read  the  newspaper. 

Further,  they  do  not  watch  much  more  television  than  Baby 
Boomers,  although  their  viewing  choices  differ.  Radio  Ls  a  hot 
medium  for  Xers,  Keller  explained. 

Knight-Ridder’s  Virginia  Dodge  Fielder  explained  in  her  por¬ 
tion  of  the  report  that  older  Xers,  those  aged  25-29,  read  the 
newspaper  more  often  than  younger  Xers. 

When  they  do  get  a  weekday  newspaper,  however,  they  are 
likely  to  spend  about  as  much  time  with  it  as  a  Boomer  (45 
minutes  for  Xers,  44  minutes  for  Boomers).  On  Sundays,  the 
Xers  spend  about  six  minutes  less  than  Boomers  (41  minutes 
vs.  47  minutes). 

One  key  to  reaching  Generation  Xers  is  through  single¬ 
copy  sales.  Fielder  noted.  A  third  of  this  group  (33%)  buys 
their  weekday  paper  as  a  single  copy,  and  nearly  a  quarter 
(22%)  have  it  passed  along  to  them.  Fewer  than  half  (45%)  get 
the  weekday  newspaper  delivered  to  their  homes. 

With  this  in  mind,  newspapers  might  want  to  reconsider 
where  they  sell  their  product,  including  such  sites  as  record 
stores  and  coffee  shops,  suggested  Ventura  County  (Calif.) 
Star  editor  Timothy  J.  Gallagher  during  the  ASNE  panel  discus¬ 
sion  about  the  report.The  survey  was  also  discussed  at  a 
panel  during  the  NAA’s  recent  annual  convention 
The  members  of  this  age  group  also  do  not  like  special  sec¬ 
tions  created  just  for  them.They  read  the  newspaper  because 
they  want  to  know  what  is  going  on.  Fielder  noted,  but  they 
also  are  more  interested  in  entertainment  news,  advertising 

(See  Gen  X  on  page  33) 
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BY  TONY  CASE 


First-Quarter 
Earnings  Flat 


materials  such  as  newsprint  and 
ink  soared  by  one-third. 

Newspaper  earnings  declined 
by  more  than  21%  at  $61.2  mil- 
lion,  while  revenues  grew  6%  to 
$370.8  million.  If  not  for  the 
Detroit  standoff,  however,  publish- 
ing  profits  would  have  been  down 
just  6%  and  revenues  up  5%. 

“The  quarter  unfolded  much  as 
we  had  anticipated,”  said  Knight- 
Ridder  chief  financial  officer  Ross 
Jones.  “We  knew  the  newsprint 
comparisons  would  be  the  tough- 
HHHHHH  est  of  the  year  and  that  compar¬ 
isons  with  the  pre-strike  period  in 
Detroit  would  hurt.” 

At  Tribune  Co.,  income  from  continuing  opera¬ 
tions  totaled  $50.4  million,  a  7%  decline,  excluding 
an  unusual  gain  from  the  sale  of  America  Online 
stock.  Revenues  were  3%  greater  at  $537.1  million. 
Publishing  profits  at  the  Chicago  Tribune  owner 
slid  11%  to  $63.2  million. 

Profits  at  Dow  Jones  &  Co.  hic.  plummeted  19% 
to  $37.6  million,  even  as  revenues  climbed  7%  to 
$584.8  million. 

In  the  business  publishing  segment,  which 
includes  the  Wall  Street 
Journal,  earnings  tumbled  by 
nearly  4%  to  $24.3  million. 

Revenues  in  the  group  were  '' 

10%  stronger  at  $278.5  mil- 

“While  first-quarter  net  Wm 

income  was  below  last  year’s 
level,  we  expect  earnings  ^  *  I 

comparisons  to  improve  as  _  | 

the  year  goes  on,”  chairman  y 

and  CEO  Peter  R.  Kann  said. 


PUBUCLY  TRADED  new^ 
paper  concerns  had, 
for  the  most  part, 
smaller  year-to-year 
earnings  in  the  first 
quarter,  despite  healthy  increases 
in  revenues  —  in  some  cases,  dou¬ 
ble-digit  gains. 

Such  has  been  the  trend  in 
recent  quarters.  Newspaper  own¬ 
ers  take  in  more  money,  but 
mounting  costs  —  especially  those 
related  to  newsprint  and  restruc¬ 
turing  —  and  declining  retail  adver¬ 
tising  wreak  havoc  on  the  profit 


In  their  most  recent  quarterly  financial  reports, 
executives  expressed  optimism,  however,  that  soft¬ 
ening  newsprint  prices  would  aid  results  through 
the  rest  of  the  year. 

The  nation’s  biggest  newspaper  companies  — 
with  their  mammoth  overhead,  gargantuan 
newsprint  consumption  and  heavy  reliance  on 
department  store  advertising  —  have  been  hardest 
hit  by  ballooning  expenses  and  faltering  retail. 

Gannett  Co.  Inc.’s  earnings  inched  up  not  quite 
4%  to  $89.4  million  in  the  first  quarter. This,  even 

_  though  the  company  had  the 

newly  acquired  assets  of 
Multimedia  Inc.  generating 
W’ ,  income.  Revenues  soared 

;  /  ^  20%  to  $1.1  billion,  but 

^  ®  expenses  rose  an  equal  per- 

Profits  in  Gannett’s  news- 
division,  which 
includes  USA  Today,  off 
2%  at  $147.6  million.  Losses 
continued  piling  up  in 
Detroit,  where  employees  of 
the  company’s  Detroit  News 
and  Kni^t-Ridder  Inc.’s 
Detroit  Free  Press  have  been 
on  strike  for  10  months  now. 

Knight-Ridder  watched  its 
net  income  sink  17%  to 
$23.5  million  in  the  quarter, 
on  revenues  that  advanced 
just  3%  to  $697.7  million. 
Expenses  were  7%  greater  at 
the  Miami  Herald  parent, 
and  costs  connected  to  raw 


SOME  SUCCESS  STORIES 

There  were  some  note¬ 
worthy  success  stories 
among  the  big  boys. 

Net  income  at  New  York 
Times  Co.  shot  up  by  almost 
20%  to  $32.7  million  in  the 
quarter,  on  9%  better  rev¬ 
enues  of  $622.5  million. This 
significant  improvement  was 
attributed  to  good  results  at 
the  company’s  newspapers. 


"While  first-quarter  net 
income  was  below  last  year's 
level,  we  expect  earnings 
comparisons  to  improve  as  the 
year  goes  on." 

—  Peter  R.  Kann,  Dow  Jones 
chairman  and  CEO 


"In  the  first  quarter,  we  made 
excellent  progress  on  our  plan 
to  improve  our  company's 
financial  performance." 

—  Mark  H.  Willes,  chairman, 
president  and  CEO, 
Times  Mirror  Co. 
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the  largest  of  which  are  the  Neu>  York  Times  and 
Boston  Globe,  and  higher  earnings  at  its  newsprint 
mills. 

Times  Mirror  Co.  —  which  has  weathered 
famously  severe  cutbacks,  including  mass  firings,  in 
the  last  year  —  enjoyed  a  staggering  85%  jump  in 
profits  from  its  continuing  operations,  which  added 
up  to  $26  million.  Revenues  improved  more  than 
4%  to  $806.8  million. 

The  company’s  newspapers  —  led  by  better 
results  at  the  Los  Angeles  Times  and  Long  Island 
Neu’sday,  as  well  as  strict  streamlining  initiatives 
across  the  division  —  had  about  32%  higher  oper¬ 
ating  profits,  which  totaled  $51  million. 

“In  the  first  quarter,  we  made  excellent  progress 
on  our  plan  to  improve  our  company  ’s  financial 
performance,”  chairman,  president  and  CEO  Mark 
H.WiUes  said. 

Among  the  smaller  newspaper  chains,  Dallas 
Morning  News  publisher  A.H.  Belo  Corp.,  Tampa 
Tribune  proprietor  Media  General  Inc.  and  St. 

Louis  Post-Dispatch  owner  Pulitzer  Publishing  Co. 
all  saw  tremendous  profit  and  revenue  growth  dur¬ 
ing  the  three-month  term.  Others,  including 
Indianapolis  Star  and  News  parent  Central 
Newspapers  Inc.  and  Sacramento  Bee  publisher 
McClatchy  Newspajjers  Inc.,  suffered  comparative¬ 
ly  lackluster  numbers. 

More  first-quarter  figures  follow.  Cowles  Media 
Co.  had  not  reported  its  results  as  of  this  writing. 

A.H.  BELO 

A.H  Belo  Corp.’s  net  earnings  rose  11.4%  to 
$12.7  million,  or  331  per  share,  compared  with 
first  quarter  1995.  Revenues  amounted  to  $187.2 
million,  a  14.7%  improvement. 

The  company  said  earnings  were  higher  than 
expected  due  to  “exceptionally  strong  revenues”  at 
its  flagship  Dallas  Morning  News  —  a  newspaper 
that  continues  to  benefit  from  the  demise  of  the 
competing  Dallas  Times  Herald  earlier  this 
decade.  Results  last  quarter  also  included  a  one¬ 
time  gain  of  6l  per  share  from  the  sale  of  Maxam 
Entertainment  to  CBS  Inc. 

Operating  earnings  totaled  $25.9  million,  a  slight 
1.6%  increase  over  1S>95. 

But  the  publishing  segment  saw  outstanding 
gains.  Newspaper  operating  earnings  were  $21.2 
million,  up  an  astounding  36.8%,  while  revenues 
grew  24.2%  to  $115.9  million.  Excluding  the  effect 
of  acquisitions,  publishing  earnings  gained  32.3% 
and  revenues  were  up  17.5%. 


Revenue  and  earnings  growth  were  attributed 
I  mainly  to  higher-than-expected  advertising  income 
i  at  the  Morning  News.  Belo  chairman,  president  and 
I  CEO  Robert  W.  Decherd  noted  that  the  opening  of 
i  a  Nordstrom  department  store  in  the  Dallas 
I  Galleria  in  late  March  generated  “significant”  retail 
I  ad  business. 

i  Circulation  revenues  also  improved,  thanks  to  an 
j  increase  in  the  paper’s  single-copy  rate. 

I  CENTRAL  NEWSPAPERS 

:  Central  Newspapers  Inc.’s  earnings  before  spe- 

i  cial  charges  amounted  to  $  1 1 .8  million,  or  44i  per 
j  share,  down  5.7%.This,  on  8%  higher  revenues  of 
I  $147.9  million. 

j  Taking  into  account  those  unusual  expenses  — 
j  primarily,  building-impairment  costs  in  Phoenix, 
i  where  the  company  publishes  the  Arizona 
j  Republic  and  Phoenix  Gazette,  and  early-retire- 
I  ment  payouts  due  to  work  force  reductions  —  net 
:  income  w’as  $9.8  million. 

i  Earnings  were  also  impacted  by  a  36%  year-over- 


year  increase  in  the  cost  of  newsprint,  amounting 
to  $8.3  million  in  added  expense,  according  to  the 
company. 

Revenues  were  bolstered  $1.5  million  in  March 
due  to  the  acquisition  of  McCormick  &  Co.,  pub¬ 
lisher  of  the  Alexandria  (La.)  Daily  Toum  Talk. 

Operating  income  was  down  28.6%  to  $14.3 
million,  while  operating  expenses  shot  up  14.4%  to 
$133.6  million. 

Ad  revenue  improved  8.2%  and  circulation 
income  grew  7.2%.  Full  run-of-press  linage  in  the 
quarter  inched  up  1 .6%. 

“Advertising  linage  showed  good  strength  from 
mid-size  retailers,  although  linage  from  major  retail¬ 
ers  was  weaker,”  Central  president  and  CEO  Louis 
A.  Weil  III  said.  “We  expect  this  latter  category  to 
pick  up  as  the  year  progresses,  particulariy  in 
Phoenix.” 

The  company  also  publishes  the  Indianapolis 
Star  and  News. 

DOW  JONES 

Net  earnings  at  Dow  Jones  &  Co.  Inc.  fell  19%  in 
the  first  quarter  to  $37.6  million,  or  39i  per  share. 
Revenues  totaled  $584.8  million,  up  7.2%. 

Operating  income  was  off  7.3%  at  $69  million, 
and  operating  expenses  were  9.5%  greater  at 
$515.9  million.  Newsprint  expense  was  up  34.7% 
at  $44.9  million.  Costs  related  to  news,  operations 
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and  development  amounted  to  $194.7  million,  up 
12.9%. 

The  business  publishing  segment,  which 
includes  the  Wall  Street  Journal  and  Barron’s, 
posted  3  7%  lower  operating  profit  of  $24.3  mil¬ 
lion.  Excluding  the  write-down  of  an  operating 
lease  in  the  first  quarter  of  1995,  operating  income 
declined  27.8%.  Revenues  in  the  group  grew  10.2% 
to  $278.5  million. 

Advertising  inches  at  the  Journal  declined  2%. 

Income  at  Ottaway  Newspapers,  Dow  Jones’ 
community  newspaper  division,  dropped  20.1%  to 
$3.8  million,  on  8.5%  better  revenues  of  $64.5  mil¬ 
lion.  Advertising  inches  at  the  19  newspapers  were 
up  0.5%. 

Operating  income  in  the  business  publishing 
and  community  newspaper  divisions  combined 
was  $28. 1  million,  down  6.6%.  Revenues  totaled 
$343  million,  a  9  9%  improvement. 

EM  SCRIPPS 

E.W.  Scripps  Co.  showed  a  modest  0.7% 
improvement  in  net  income,  which  amoimted  to 
$29.3  million,  or  25<  per  share.  Revenues  rose 
3.7%  to  $254.2  million.  Income  from  continuing 
operations  was  19.7%  million. 

Cable  TV  was  included  in  divested  assets.The 
October  1S>95  sale  of  the  company’s  cable  busi¬ 
ness  to  Comcast  Corp.  is  expected  to  close  this 
year. 

Results  in  the  quarter  were  adversely  affected 
by  the  continued  start  up  of  the  Home  &  Garden 
cable  channel,  whose  operating  losses  totaled  up 
to  $3.4  million. 

Operating  earnings  fell  7.1%  to  $37.5  million, 
excluding  divested  interests.  Operating  cash  flow, 
defined  as  operating  income  before  depreciation 
and  amortization,  declined  2.5%  to  $55  million. 

Newspaper  operating  income  was  off  11%  at 
$26.3  million,  while  revenues  in  the  segment 
moved  up  5%  to  $159  million.  Operating  cash 
flow  was  $35.8  million,  a  7.4%  decline. The  compa¬ 


ny  publishes  daily  newspapers  in  16  markets. 

Advertising  income  improved  5.5%  to  $114  mil¬ 
lion,  with  increases  in  every  category  —  national 
(9.2%),  classified  (8.4%),  retail  (3.8%)  and  preprint 
(2.1%). 

Likewise,  circulation  revenues  advanced  7.3%  to 
$33-6  million. 

“Our  newspapers  are  performing  well  under  dif¬ 
ficult  circumstances,”  chairman  and  CEO  Lawrence 
A.  Leser  said.  “Continued  economic  strength  in  the 
maricets  we  serve  has  helped  us  weather  the 
storm  of  sharply  higher  newsprint  costs  and  weak 
retail  advertising  that  is  plaguing  many  parts  of  the 
country.” 

GANNETT 

Gannett  Co.  Inc.’s  net  income  rose  by  a  meager 
3.6%  to  $89.4  million,  or  64t  per  share,  while  rev¬ 
enues  were  20.8%  greater  at  $  1 . 1  billion. 

Operating  income  shot  up  20.8%  to  $197.9  mil¬ 
lion.  Likewise,  operating  expenses  grew  1 9.8%  to 
$906.2  million.  Cash  flow  totaled  $275.3  million,  a 
healthy  32.5%  gain,  reflecting  contributions  from 
newly  acquired  assets  and  good  results  in  the  tele¬ 
vision  segment,  particularly  at  NBC  affiliates. 

The  results  included  the  operations  of 
Multimedia  Inc.,  the  South  Carolina  media  compa¬ 
ny  Gannett  fully  acquired  last  year.  If  Gannett 
had  owned  the  same  complement  of  properties 
in  both  quarters,  revenues  would  have  grown 
only  3%. 

Gannett  said  that  while  the  new  acquisitions 
boosted  operating  cash  flow,  incremental  interest, 
taxes  and  goodwill  amortization  associated  with 
the  Multimedia  transaction  tempered  their  contri¬ 
bution  to  per-share  earnings. 

While  the  strong  broadcast  performance  helped 
along  results,  higher  newsprint  expenditures  and 
losses  connected  to  the  ongoing  Detroit  News 
strike  dragged  down  earnings,  the  company  said. 
Gannett  and  its  JOA  partner,  Detroit  Free  Press  par¬ 
ent  Knight-Ridder  Inc.,  have  lost  over  $1(X)  million 
since  the  face-off  began  July  13. 

In  the  newspaper  division,  revenues  totaled 
$820.4  million,  an  8%  increase;  operating  income 
was  $147.6  million,  a  2.2%  drop;  and  operating 
cash  flow  amounted  to  $188  million,  a  measly  0.4% 
gain.  Gannett  is  the  largest  U.S.  newspaper  publish¬ 
er  in  terms  of  circulation,  with  92  titles. 

Advertising  revenues  were  7.8%  greater  at 
$556.9  million,  but  were  up  just  2%  notwithstand¬ 
ing  Multimedia.  Gains  in  classified  and  national 
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advertising  continued  in  the  quarter.  Pro  forma  ad 
volume  fell  2%,  reflecting  lower  local  volume. 

Circulation  income  amounted  to  $229.4  million, 
a  8.2%  jump. 

At  USA  Today,  paid  advertising  pages  grew  23% 
to  1,080.  Ad  revenues  gained  26%. 

GRAY  COMMUNICATIONS 

Gray  Communications  Systems  Inc.  had  12% 
lower  quanerly  net  income  of  $355,000,  or  8<t  per 
share.  Operating  earnings  added  up  to  $2.7  mil¬ 
lion,  a  35%  gain,  and  revenues  soared  29%  to  $17 
million. 

Operating  cash  flow  rose  an  impressive  33%  to 
$4.1  million.  Expenses  were  29%  higher  at  $14.3 
million,  with  publishing  costs  gaining  21%  at  $4.8 
million.  Corporate  and  administrative  expenditures 
grew  a  whopping  57%,  totaling  $776,000,  due  to 
the  hiring  of  executives. 

In  the  publishing  segment.  Gray  reported  16% 
greater  revenues  of  $5.6  million,  primarily  from 
stronger  classified  advertising,  circulation  and  spe¬ 


cial-events  income.  Publishing  profits  were  8.3% 
lower  at  $769,000. 

Publishing  cash  flow  went  down  8%  to 
$769,000  due  to  newsprint  increases  and  the  con¬ 
version  of  the  Gwinnett  Daily  Post  in 
Lawrenceville,  Ga.,  from  a  three-day  to  five-day  pub¬ 
lishing  cycle.  Staff  reductions  helped  to  offset  these 
costs,  according  to  the  company. 

“We  have  provided  the  publishing  division  with 
new  leadership,  cost  containment  measures  and  a 
renewed  focus  on  advertising  sales,”  president 
Ralph  W.  Gabbard  said. 

Gray  also  publishes  the  daily  Albany  Herald  and 
Rockdale  Citizen,  both  in  Georgia. 


HARTE-HANKS  COMMUNICATIONS 

Net  income  at  Harte-Hanks  Communications 
Inc.  advanced  4.5%  to  $6.4  million,  or  20t  per 
share,  on  4%  lower  revenues  of  $124.9  million. 

Revenues  advanced  1.6%,  however,  when 
excluding  results  from  the  Boston  newspapers 
Harte-Hanks  sold  in  1995. The  transaction  provided 
the  company  with  a  $2.3  million  after-tax  gain. 

Operating  income  in  the  first  quarter  grew 
12.5%  to  $14.2  million.  Operating  expenses  were 
5.9%  lower  at  $1 10.7  million.  Operating  cash  flow 
added  up  to  $20.1  million,  an  11%  increase. 

In  the  newspaper  division,  operating  income 
was  5.9%  greater  at  $5.9  million,  and  up  1 1.7% 


excluding  Boston;  operating  revenues  declined 
15.9%  to  $29.3  million,  and  rose  1.6%  without 
Boston;  and  operating  cash  flow  went  down  0.7% 
to  $8  million,  but  improved  11%  exclusive  of 
Boston.The  company  owns  six  daily  and  25 
nondaily  papers. 

Shopper  operating  income  was  up  13.2%  to 
$3  3  million,  on  1.5%  lower  revenues.  Harte-Hanks 
publishes  over  500  shoppers. 

“We’re  really  proud  of  our  performance  this 
quarter,  especially  coming  against  the  strong  first 
quarter  of  1995  in  which  we  had  67%  growth  in 
earnings  per  share  fix)m  ongoing  operations,  with 
net  income  up  70%  on  13%  revenue  growth,”  pres¬ 
ident  and  CEO  Larry  Franklin  said. 

Harte-Hanks,  like  the  other  companies,  was 
sacked  by  weaker  retail  advertising  and  higher 
newsprint  costs. 

But,  Franklin  said,  earnings  grew  because  of 
“solid  growth”  in  the  company’s  businesses  — 
especially  its  largest  segment,  direct  maiketing  — 
and  lower  interest  expense  due  to  continued  debt 
reduction. 


KNIGHT-RIDDER 

Net  earnings  at  Knight-Ridder  Inc.  headed  down 
17%  to  $23. 5  million,  or  48t  per  share,  on  3.4% 
higher  revenues  of  $697.7  million. 

The  dramatic  decline  was  attributed  to 
newsprint  increases  and  losses  incurred  as  a  result 
of  the  strike  against  the  Detroit  Free  Press. 

Chief  financial  officer  Ross  Jones  said  the  $8  mil¬ 
lion  operating  loss  in  Detroit  was  “better  than  we 
had  expected.” 

The  company  saw  modest  dilution  from  its 
October  1995  acquisition  of  Contra  Costa 
Newspapers  in  California,  he  added.The  quarterly 
results  include  those  properties. 

Operating  income  lost  28.7%  at  $50.6  million, 
while  operating  costs  climbed  7.2%.  Expenses  relat¬ 
ed  to  newsprint,  ink  and  supplements  soared 
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Reveniw*  Earnings 

$343  M  $28.1  M 


and  development  amounted  to  $194.7  million,  up 
12.9%. 

The  business  publishing  segment,  which 
includes  the  Wall  Street  Journal  and  Barron’s, 
posted  3  7%  lower  operating  profit  of  $24.3  mil¬ 
lion.  Excluding  the  write-down  of  an  operating 
lease  in  the  first  quarter  of  1995,  operating  income 
declined  27.8%.  Revenues  in  the  group  grew  10.2% 
to  $278.5  million. 

Advertising  inches  at  the  Journal  declined  2%. 

Income  at  Ottaway  Newspapers,  Dow  Jones’ 
community  newspaper  division,  dropped  20.1%  to 
$3.8  million,  on  8.5%  better  revenues  of  $64.5  mil¬ 
lion.  Advertising  inches  at  the  19  newspapers  were 
up  0.5%. 

Operating  income  in  the  business  publishing 
and  community  newspaper  divisions  combined 
was  $28.1  million,  down  6.6%.  Revenues  totaled 
$343  million,  a  9  9%  improvement. 

EM  SCRIPPS 

E.W.  Scripps  Ca).  showed  a  modest  0.7% 
improvement  in  net  income,  which  amounted  to 
$29  3  million,  or  25t  per  share.  Revenues  rose 
3.7%  to  $254.2  million.  Income  from  continuing 
ofterations  was  19.7%  million. 

Cable  TV  was  included  in  divested  assets.  The 
October  1995  sale  of  the  company’s  cable  busi¬ 
ness  to  (Comcast  Corp.  is  expected  to  close  this 
year. 

Results  in  the  quarter  were  adversely  affected 
by  the  continued  start  up  of  the  Home  &  Garden 
cable  channel,  whose  operating  tosses  totaled  up 
to  $3.4  million. 

Operating  earnings  fell  7.1%  to  $37.5  million, 
excluding  divested  interests.  Operating  cash  flow, 
defined  as  operating  income  before  depreciation 
and  amortization,  declined  2.5%  to  $55  million. 

Newspaper  operating  income  was  off  1 1%  at 
$26.3  million,  while  revenues  in  the  segment 
moved  up  5%  to  $159  million.  Operating  cash 
flow  was  $35.8  million,  a  7.4%  decline.The  compa¬ 


ny  publishes  daily  newspapers  in  16  markets. 

Advertising  income  improved  5.5%  to  $1 14  mil¬ 
lion,  with  increases  in  every'  category  —  national 
(9.2%),  classified  (8.4%),  retail  (3.8%)  and  preprint 
(2.1%). 

Likewise,  circulation  revenues  advanced  7.3%  to 
$33-6  million. 

“Our  newspapers  are  performing  well  under  dif¬ 
ficult  circumstances,”  chairman  and  CEO  Lawrence 
A.  Leser  said.  “Continued  economic  strength  in  the 
markets  we  serve  has  helped  us  weather  the 
storm  of  sharply  higher  newsprint  costs  and  weak 
retail  advertising  that  is  plaguing  many  parts  of  the 
country'.” 

GANNEU 

Gannett  Co.  Inc.’s  net  income  rose  by  a  meager 
3.6%  to  $89.4  million,  or  64<t  per  share,  while  rev¬ 
enues  were  20.8%  greater  at  $1 .1  billion. 

Operating  income  shot  up  20.8%  to  $197.9  mil¬ 
lion.  Likewise,  operating  expenses  grew  19.8%  to 
$906.2  million.  Cash  flow  totaled  $275.3  million,  a 
healthy  32.5%  gain,  reflecting  contributions  from 
newly  acquired  assets  and  good  results  in  the  tele¬ 
vision  segment,  particularly  at  NBC  affiliates. 

The  results  included  the  operations  of 
Multimedia  Inc.,  the  South  Carolina  media  compa¬ 
ny  Gannett  fully  acquired  last  year.  If  Gannett 
had  owned  the  same  complement  of  properties 
in  both  quarters,  revenues  would  have  grown 
only  3%. 

Gannett  said  that  while  the  new  acquisitions 
boosted  operating  cash  flow,  incremental  interest, 
taxes  and  goodwill  amortization  associated  with 
the  Multimedia  transaction  tempered  their  contri¬ 
bution  to  per-share  earnings. 

While  the  strong  broadcast  performance  helped 
along  results,  higher  newsprint  expenditures  and 
losses  connected  to  the  ongoing  Detroit  Neivs 
strike  dragged  down  earnings,  the  company  said. 
Gannett  and  its  JOA  partner,  Detroit  Free  Press  par¬ 
ent  Knight-Ridder  Inc.,  have  lost  over  $100  million 
since  the  face-off  began  July  13. 

In  the  newspaper  division,  revenues  totaled 
$820.4  million,  an  8%  increase;  operating  income 
was  $147.6  million,  a  2.2%  drop;  and  operating 
cash  flow  amounted  to  $188  million,  a  measly  0.4% 
gain.  Gannett  is  the  largest  U.S.  newspaper  publish¬ 
er  in  terms  of  circulation,  with  92  titles. 

Advertising  revenues  were  7.8%  greater  at 
$556.9  million,  but  were  up  just  2%  notwithstand¬ 
ing  Multimedia.  Gains  in  classified  and  national 
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advertising  continued  in  the  quarter.  Pro  forn>a  ad 
volume  fell  2%,  reflecting  lower  local  volume. 

Circulation  income  amounted  to  $229.4  million, 
a  8.2%  jump. 

At  USA  Today,  paid  advertising  pages  grew  23% 
to  1,080.  Ad  revenues  gained  26%. 

GRAY  COMMUNICATIONS 

Gray  C^ommunications  Systems  Inc.  had  12% 
lower  quarterly  net  income  of  $355, 0(K),  or  8<t  per 
share.  Operating  earnings  added  up  to  $2.7  mil¬ 
lion,  a  35%  gain,  and  revenues  soared  29%  to  $17 
million. 

Operating  cash  flow  rose  an  impressive  33%  to 
$4.1  million.  Expenses  were  29%  higher  at  $14.3 
million,  with  publishing  costs  gaining  21%  at  $4.8 
million.  Corporate  and  administrative  expenditures 
grew  a  whopping  57%,  totaling  $776,000,  due  to 
the  hiring  of  executives. 

In  the  publishing  segment.  Gray  reported  16% 
greater  revenues  of  $5.6  million,  primarily  from 
stronger  classified  advertising,  circulation  and  spe¬ 


cial-events  income.  Publishing  profits  were  8.3% 
lower  at  $769,000. 

Publishing  cash  flow  went  down  8’%  to 
$769,000  due  to  newsprint  increases  and  the  con¬ 
version  of  the  Gwinnett  Daily  Post  in 
Lawrenceville,  Ga.,  from  a  three-day  to  five-day  pub¬ 
lishing  c>'cle.  Staff  reductions  helped  to  offset  the.se 
costs,  according  to  the  company. 

"We  have  provided  the  publishing  division  with 
new  leadership,  cost  containment  measures  and  a 
renewed  focus  on  advertising  sales,”  president 
Ralph  W.  Gabbard  said. 

Gra)'  also  publishes  the  dail>  Albany  Herald  and 
Rockdale  Citizen,  both  in  Georgia. 

HARTE  HANKS  COMMUNICATIONS 

Net  income  at  Harte-Hanks  Communications 
Inc.  advanced  4.5%  to  $6.4  million,  or  20<t  per 
share,  on  4%  lower  revenues  of  $124.9  million. 

Revenues  advanced  1 .6%,  however,  when 
excluding  results  from  the  Boston  newspapers 
Harte-Hanks  sold  in  1995. The  transaction  provided 
the  company  with  a  $2.3  million  after-tax  gain. 

Operating  income  in  the  first  quarter  grew 
12.5%  to  $14.2  million.  Operating  expenses  were 
5.9%  lower  at  $110.7  million.  Operating  cash  flow 
added  up  to  $20.1  million,  an  11%  increase. 

In  the  newspaper  division,  operating  income 
was  5.9%i  greater  at  $5.9  million,  and  up  1 1 .7% 


excluding  Boston;  operating  revenues  declined 
15.9%)  to  $29.3  million,  and  rose  1.6%  without 
Boston;  and  operating  cash  flow  went  down  0.7% 
to  $8  million,  but  improved  11%  exclusive  of 
Boston. The  company  owns  six  daily  and  25 
nondaily  papers. 

Shopper  operating  income  was  up  13  2%)  to 
$3  3  million,  on  1.5%  lower  revenues.  Harte-Hanks 
publishes  over  500  shoppers. 

“We  re  really  proud  of  our  performance  this 
quarter,  e.specially  coming  against  the  strong  first 
quarter  of  1995  in  which  we  had  67%  growth  in 
earnings  per  share  from  ongoing  operations,  with 
net  income  up  70%  on  13%)  revenue  grotvlh,”  pres¬ 
ident  and  CEO  Larry'  Franklin  said. 

Harte-Hanks,  like  the  other  companies,  was 
sacked  by  weaker  retail  advertising  and  higher 
newsprint  costs. 

But,  Franklin  said,  earnings  giew  because  of 
“solid  growth”  in  the  company’s  businesses  — 
especially  its  largest  segment,  direct  marketing  — 
and  lower  interest  exi'Hjnse  due  to  continued  debt 
reduction. 

KNIGHT-RIODER 

Net  earnings  at  Knight-Ridder  Inc.  headed  down 
17%  to  $23.5  million,  or  48^^  per  share,  on  3-4% 
higher  revenues  of  $697.7  million. 

Tlie  dramatic  decline  was  attributed  to 
newsprint  increases  and  losses  incurred  as  a  result 
of  the  strike  against  the  Detmit  Free  Ptvss. 

Chief  financial  officer  Ross  Jones  said  the  $8  mil¬ 
lion  operating  loss  in  Detroit  was  “better  than  we 
had  expected.” 

The  company  saw  modest  dilution  from  its 
October  1995  acquisition  of  Contra  Costa 
Newspapers  in  California,  he  added. The  quarterly 
results  include  those  properties. 

Operating  income  lost  28.7%)  at  $50.6  million, 
while  operating  costs  climbed  7.2%.  Expenses  relat¬ 
ed  to  newsprint,  ink  and  supplements  soared 
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BY  M.L.  STEIN 


Bomb  Blast  Rocks 
Spokane  Daily 


teOMB  EXPLOSION  at  the  Spokane  Spokesman- 
kf  —  one  of  three  recent  bomb  blasts  in  the 
■y  —  may  be  connected  to  the  newspaper’s 
i^Knse  coverage  of  right-wing  militia  groups,  its  edi- 

Ve  explosion  at  the  Spokesman-Review's  Valley 
sub^kan  office  shredded  a  metal  door,  blew  out 
windows  and  filled  the  building  with  smoke  as 
employees  dashed  outside.  No  one  was  hurt. 

“It  rattled  your  teeth,”  said  advertising  executive 
Sandy  Anderson.  “It  felt  like  a  sonic  boom.” 

Valley  Voice  editor  Mike  Schmeltzer  recalled  that 
the  blast  “lifted  all  200  pounds 
of  me  out  of  my  chair.” 

Eleven  minutes  later,  a  simi¬ 
lar  device  was  detonated  at  a 
bank  30  blocks  away  as  rob¬ 
bers  made  off  with  a  reported 
$50,000. 

The  latest  explosion  on 
April  30  was  a  nail-filled  bomb 
outside  Spokane's  city  hall. 
Later  that  day,  a  bomb  scare 
was  reported  at  the  Ridpath, 
one  of  the  city’s  leading 
hotels. 

Spokesman-Review  editor 
Chris  Peck  noted  that  the  Valley  office  incident  fol¬ 
lowed  the  paper’s  series,  “The  Ragged  Edge,”  about 
militia  groups,  survivalists  and  other  anti-govem- 
ment  radicals  primarily  in  eastern  Washington  and 
Idaho. 

Editors,  reporters  and  photographers  spent  five 
months  on  the  project,  traveling  more  than  14,000 
miles  and  interviewing  more  than  300  people,  many 
of  them  hostile  toward  the  media  and  government. 

“I  cannot  say  specifically  that  the  bomb  at  our 
plant  was  tied  to  the  series,  but  I  believe  we  are  on 
their  [radicals’]  radar  screen,”  Peck  commented. 

In  any  event,  the  Spokesman-Review  has  beefed 
up  security  by  hiring  extra  guards  and  installing 
electronic  entry  devices  and  doors  that  can  be  auto¬ 
matically  locked  from  the  inside. 

A  typewritten  note  sealed  in  a  plastic  bag  was 
found  a  few  feet  away  from  the  newspaper  office’s 
outside  stairwell,  where  the  bomb  went  off. 

“It  said  something  about  this  being  a  message 
from  Yaliweh,”  said  Valley  operations  manager  Greg 
Bever.“It  had  a  lot  of  religious  quotes.  It  didn’t  make 
a  lot  of  sense  to  me.” 

Yahweh  is  the  name  applied  to  God  by  certain 
religious-right  groups.  The  term  reportedly  has  been 
invoked  by  the  so-called  Freemen  holed  up  in  a 


Montana  ranch  in  a  standoff  against  the  FBI. 

A  Spokesman-Review  circulation  worker  discov¬ 
ered  the  bomb  with  its  lighted  fuse  and  yelled  for 
another  employee  to  call  911.  It  exploded  a  minute 
later. 

Authorities  said  notes  left  at  the  Spokesman- 
Review  and  the  bank  suggested  possible  ties  to  rad¬ 
ical  Aryan  militias,  known  as  the  Phineas  Priesthood. 

In  its  series,  newspaper  staffers  interviewed  an 
array  of  disaffected  people:  a  man  who  said  he 
prayed  for  President  Clinton’s  death,  an  individual 
who  accused  reporter  Jeannette  White  of  being  a 
CIA  agent,  and  militia  units 
that  would  permit  photos 
only  if  members  were 
masked. 

One  self-styled  “patriot” 
leader  demanded  that  re¬ 
porter  Bill  Morin  sign  a  state¬ 
ment  swearing  he  would  con¬ 
vey  his  comments  “without 
bias,”  or  accept  the  filing  of 
liens  against  his  home.  Morin 
refused  and  was  escorted  out. 

At  the  close  of  an  inter¬ 
view,  Idaho  activist  Gary 
DeMott  warned  reporter  Jim 
Lynch  that  if  he  were  misquoted,  “I’ll  own  your 
newspaper’ 

Spokesman-Review's  interactive  editor,  Rebecca 
Nappi,  who  has  been  running  the  paper’s  civic 
[public]  journalism  project,  told  E&P  that  a  major 
hurdle  in  “The  Ragged  Edge”  series  was  overcoming 
the  distrust  of  radical  elements  that  had  labeled  the 
paper  the  “Socialist  Review”  for  its  perceived  liberal, 
pro-government  viewpoint. 

Still,  according  to  project  editor  Richard  Wagoner, 
some  media-wary  sources  were  friendly  and  gener¬ 
ous  with  their  time,  including  one  man  who  told  a 
reporter  on  the  phone:  “Sure,  come  on  up.  We’ll  put 
away  the  shotguns.” 

However,  the  project  did  not  go  over  well  with 
some  staff  members,  even  after  hours  of  discussion, 
Nappi  said. 

One  photographer  refused  to  shoot  any  pictures 
in  connection  with  first-person  articles  solicited  by 
the  paper  from  interviewees.  Others,  she  said,  opted 
to  cover  the  story  only  through  conventional  reporting. 

“It  was  an  emotional  time  for  all  of  us,”  said 
Nappi. 

“We  were  out  of  our  comfort  zone,  but  these  are 
important  elements  in  our  backyard.” 

Several  sources  were  given  space  to  express  their 


Editor  says 
it  might  be 
connected  to 
newspaper's 
coverage  of 
militia  groups 


“I  cannot  say 
specifically  that 
the  bomb  at  our 
plant  was  tied  to 
the  series,  but  I 
believe  we  are  on 
their  [radicals’] 
radar  screen,"  Peck 
commented 
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thoughts  in  first-person  articles,  among  them  a  cou¬ 
ple  who  advocated  a  county  ordinance  requiring  a 
“gun  and  ammunition  in  every  home.” 

Peck  said  many  readers  with  moderate  views 
were  disturbed  by  the  series. 

“Believe  me,  this  series  was  not  PR,”  he  went  on 
in  reference  to  a  comment  in  a  speech  by  New  York 
Times  managing  editor  Gene  Roberts  that  public 
journalism  was  akin  to  public  relations. 

“The  business  and  tourism  community  didn’t 
want  to  know  about  it.  But  we  felt  it  helped  build  a 
sense  of  communitv  for  people  who  feel  very  alien¬ 
ated,”  said  Peck. 

Added  Nappi:  “Did  we  succeed?  We  don’t  know 
and  may  never  know.  But  we  all  acknowledge  that 
the  journalists  involved  understand  much  better 
why  and  how  the  phenomenon  arose.  We  won’t  be 
as  quick  to  label  anti-government  people  as  kooks  or 
dismiss  their  views.” 

The  FBI  has  labeled  the  Spokane  bombings  as 
domestic  terrorism  and  said  at  least  four  men  car¬ 
ried  out  the  acts,  which  remain  unsolved. 

On  April  23,  according  to  the  Spokesman-Review 
which  obtained  a  copy,  the  FBI  sent  out  an  “alert”  to 
law  enforcement  agencies  that  there  is  a  potential 
for  further  terrorism  if  the  Montana  standoff  erupts 
into  violence. 

The  bureau  cited  a  militia  “war  warning”  that  lists 
“targets  of  opportunity,”  including  communications 
facilities,  senior  federal  law  enforcement  officials 
and  “selected  news  media.” 


Vindication 
For  The 

‘Kingfish’  Critics 

JOURNALISTS  WHO  incurred  the  wrath  of 
l^ey  P  Long  were  recently  inducted  into  the  Man- 
Mp  School  of  Mass  Communication  Hall  of  Fame 
.arlouisiana  State  University. 

In  1934,  while  students  at  LSU,  the  “ReveiUe 
Seven”  —  named  for  the  school’s  newspaper  — 
were  expelled  after  they  protested  then-Sen. 

Long’s  censorship  of  the  school  paper,  and  refused 
to  apologize  for  “unwarranted  criticism”  of  “King- 
fish”  Long. 

After  the  expulsion  from  LSU,  the  seven  studied 
journalism  at  the  University  of  Missouri.  In  1941, 
LSU  formally  apologized  to  the  group,  calling  their 
expulsion  a  “grave  injustice.”  Also,  the  disciplinary 
action  was  cleared  from  the  students’  LSU  records. 

The  “Reveille  Seven”  are:  Carl  Corbin,  Sam  Mon¬ 
tague,  Stan  Shlosman,  the  late  Cal  Abraham,  the 
late  Jesse  Cutrer,  the  late  David  McGuire,  and  the 
late  Rea  Godbold. 

Four  additional  journalists  also  were  inducted 
into  the  Hafi  of  Fame:  the  late  Gibbs  Adams,  the 
late  William  Hair,  Maj.  Gen.  Robert  Smith,  and 
'WUtonWynn. 


Oh  Mr.  Perez,  COLIN  POWELL  would  like  your  attention. 


u  oi 

o  fra 


When  Colin  Powell  wanted  to  speak  with  the  American  people, 
he  knew  just  where  to  turn  first.  Important  people.  With  important  things  to  say. 
You’ll  find  them  every  Sunday  in  Parade.  81  million  readers  already  do. 

America’s  Sunday  Best. 


NEWSPEOPLE  IN  THE  NEWS 


COMPILED  BY  IAN  E.  ANDERSON 


ALLISON 
WESTFALL,  31, 

editor  of  More, 
a  weekly  enter¬ 
tainment  supple¬ 
ment  to  the 
Press-Tribune, 
was  named  city 
editor. 


BONIL.FINE, 

human  resources 
director  at  the 
Chicago  Sun- 
Times,  has  been 
promoted  to  vice 
president  for 
administration. 

PETER  BEL- 
LVOMINI,  55, 
executive  assistant  to  the  vice  president 
of  circulation,  was  named  director  of 
distribution. 


BONIFINE 


W.TOLAND  BARFIELD 


JOHN  OWEN,  chief  of  foreign  bureaus 
for  CBC  Television  News  and  20-year 
veteran  of  the  Canadian  Broadcasting 
Corp  ,  has  been  appointed  director  of 
the  Freedom  Forum’s  European  Center, 
based  in  London. 

Owen  also  is  vice  president  of  the 
Association  of  American  Correspond¬ 
ents  in  London. 


DAVID  F.  GRIEBEL.  director  of  mar¬ 
keting  for  FirsTier  Bank,  has  been  named 
to  the  new  position  of  mariceting 
director  at  the  Omaha  World-Herald. 


DAVID  HUGHEY,  49,  interim  publish¬ 
er  of  the  Durfiam  Herald  Co.,  owner  of 
the  Durham  Herald-Sun,  Chapel  Hill 
(N  C.)  Herald  and  Raleigh  (N  C.)  Extra, 
has  been  named  president  of  the  com¬ 
pany’s  ojjerations  and  publisher  of  its 
newspapers. 

W.TOLAND  BARFIELD,  director  of 
sales  and  marketing  and  corporate 
director  of  technology,  was  appointed 
corporate  vice  president  and  secretary, 
positions  previously  held  by  Hughey. 

MIKE  DOZIER,  an  account  execu¬ 
tive  in  Dallas,  was  appointed  Dallas 
manager. 


LARRY  RYCKMAN,  35,  a  supervisor 
at  the  national  news  desk  of  the  Asso¬ 
ciated  Press,  has  been  promoted  to  assist¬ 
ant  managing  editor  to  direct  and  coor¬ 
dinate  a  new  western  regional  service. 


MICHAEL  PARKS,  52,  foreign  editor 
at  the  Los  Angeles  Times,  has  been 
named  managing  editor. 

He  succeeds  GEORGE  COTLIAR, 
64,  who  continues  as  executive  editor 
until  his  retirement  in  January. 

NARDA  ZACCHINO,  associate  edi¬ 
tor,  and  CAROL  STOGSDILL,  senior 
editor,  were  named  vice  presidents  of 
the  Times. 


KATHLEEN  M.  KOZDEMBA,  42, 

president  and  publisher  at  the  North 
Hills  News  Record,  a  Gannett  Co.  Inc. 
newspaper  based  in  Warrendale,  Pa.,  has 
been  named  director  of  News  2000  in 
the  news  division  of  Gannett. 

SAMUEL  M.  (MARK)  ADKINS, 

40,  advertising  sales  development  direc¬ 
tor  at  the  News  Record,  was  promoted 
to  president  and  publisher. 


C.  MORGAN  MILLER,  classified 
advertising  manager  at  the  Arkansas 
Democrat-Gazette,  was  elected  presi¬ 
dent  of  the  Southwest  Classified 
Advertising  Managers  Association  at  the 
group’s  annual  conference  in  mid-April. 

Other  officers  elected  include  JUDY 
ROBINSON,  Texarkana  G'exas) 

Gasxtte  —  vice  president;  CHARLOTTE 
AARONS,  San  Antonio  Express-News 
—  secretary;  and  EILENN  VOGEL, 
Dallas  Morning  News  —  treasurer. 


EDWARD  P.  GAMBARDELLA,  40, 

classified  advertising  manager  at  the 
Waco  (Texas)  Tribune-Herald,  has  been 
appointed  classified  advertising  manag¬ 
er  at  the  Lubbock  (Texas)  Avalanche- 
Journal. 


RQXALNNE  BEAVERS,  call  center 
manager  in  the  order  entry  division  of 
QVC  Inc.,  San  Antonio,  has  been  appoint¬ 
ed  classified  telephone  sales  manager  at 
the  San  Antonio  Express-News. 


DOUG  OLSSON,  senior  vice  president 
of  the  southern  region  for  Cresmer, 
Woodward,  O’Mara  &  Ormsbee,  has 
been  promoted  to  executive  vice  presi¬ 
dent  of  national  sales.  He  will  continue 
to  be  based  in  Dallas. 

MARY  COLLINS,  manager  of  the 
Los  Angeles  office,  was  promoted  to 
senior  vice  president  of  Los  Angeles 
sales. 

MICHAEL  DRUCKMAN,  manager 
of  the  New  York  office,  was  promoted 
to  senior  vice  president  of  New  Yoik 
sales. 


VICKIE  SCHAFFELD  HOLBROOK, 

40,  city  editor  at  the  Idaho  Press-Tribune, 
in  Nampa,  has  been  promoted  to  man¬ 
aging  editor. 


DmKS,  VAN  ESSEN  &  ASSOCIATES 


We  specialize  in  assisting 
owners  in  exploring  and 
negotiating  the  sale  of 
their  daily  newspapers  or 
non-daily  newspaper 
groups. 


JOHN  X.  MILLER,  executive  editor  at 
the  Lansdale,  Pa.,  Reporter,  has  been 
named  managing  editor  at  the  Myrtle 
Beach,  S.C.,  Sun  News. 

GWEN  FOWLER,  managing 
editor/days  at  the  Sun  News,  was 
appointed  deputy  managing  editor. 


Lee  Dirks  Owen  Van  Essen 

123  E.  Marcy  St.,  Suite  207,  Santa  Fe,  New  Mexico  87501 
Phone  (505)  820-2700  •  Fax  (505)  820-2900 
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BY  MARK  FITZGERALD 


the  future  of 
newspaper 


ClfISBER  PUBUSHING  CO., 
owneil^'  of  just  three  daily 
news^m^ers  located  in  St. 
t  r»iua?^4nH  Tucson,  Aiiz.,  Said 
May  6,  that  it  is  buying  the 
stock  of  Scripps  League 
Newspapers,  the  privately 
owned  chain  that  publishes 
16  small-  and  medium-circula¬ 
tion  daily  papers  and  numer¬ 
ous  nondailies  in  the  North¬ 
east,  Midwest  and  West. 

Pulitzer  said  the  agreement  gives  Charlottesville,  man  said. 

Va.-based  Scripps  League  the  option  of  excluding  The  acquisitions 
from  the  sale  three  of  the  smaller  daily  newspapers  similar  to  the  regioi 
and  two  nondailies.  Depending  on  the  number  of  recently’  by  chains 
papers  purchased,  Pulitzer  said,  the  transaction’s  and  HoUinger  Inten 
total  price  will  range  from  $230  million  to  $240  mil-  “In  California,  Scr 
lion,  including  approximately  $25  million  in  woric-  and  in  some  of  the 
ing  capital.  markets  [involved 

Pulitzer  said  the  purchase  will  be  funded  by  a  in  the  purchase], 

there  are  other 
owners  who  might 
be  willing  to  sell, 
down  the  road,” 
Penniman  said. 

Scripps  League’s 
vice  president/ 
finance,  Thomas  E. 
Wendel,  said  in  a 
telephone  inter¬ 
view  that  the  com¬ 
pany  is  not  com¬ 
menting  on  the 
transaction. 

He  added  Scripps 
to  League  has  “no 
problem”  with  the 
content  of  Pulitzer’s 
announcement. 


Announces  agreement 
to  buy  the  16  daily 
newspaper  Scripps 
League  chain  for 
$240  million 


combination  of  cash  and  borrowings  from  banks 
and  an  institutional  lender. 

_ The  transaction,  Pulitzer 

added,  is  subject  to  “various 
closing  conditions.” 

A  Pulitzer  chairman,  presi- 

\  chief  executive  offi- 

s!  cer  Michael  E.  Pulitzer  said  the 
Scripps  League  purchase 
“meets  our  key  acquisition 
criteria:  strong  cash  flows, 
^  ^  good  markets  that  enhance 

geographic  diversification, 
and  opportunities  for  future 
growth.  We  expect  that  the 
acquisition 

Pulitzer’s  consolidated  after¬ 
tax  cash  flow  in  1996.” 

Geographically,  the  maricets 
served  by  Scripps  League 
Newspapers  complement 
markets  where  Pulitzer  has  a 
paper  or  broadcast  outlet,  said 
Nicholas  G.  Penniman  fV, 
Pulitzer’s  senior  vice  presi¬ 
dent/newspaper  operations 
and  publisher  of  the  chain’s 
flagship  St.  Louis  Post-Dis¬ 
patch. 

“If  you  lay  the  Scripps 
League  map  on  top  of  the 
Pulitzer  map,  you’ll  see  it 


Five  of  the  16 
Scripps  League  dai¬ 
lies  in  the  transac¬ 
tion  account  for 
approximately 
60%  of  its  revenues 
and  two-thirds  of  its 
operating  cash  flow, 
Pulitzer  said.  The 
five  are  the  32,500- 
circulation  Provo, 
(See  Pulitzer 
on  page  35) 


Pulitzer  chairman,  president 
and  chief  executive  officer 
Michael  E.  Pulitzer  said 
the  Scripps  League  purchase 
"meets  our  key  acquisition 
criteria:  strong  cash  flows, 
good  markets  that  enhance 
geographic  diversification, 
and  opportunities  for  future 
growth.  We  expect  that  the 
acquisition  will  add  to 
Pulitzer's  consolidated 
after-tax  cash  flow  in  1996." 


http://wnivw.amnewsnet.coin 

or  totaJly  bail  and  call 
1-800-691-1221 
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ADVERTISING/PROMOTION 


BY  GEORGE  GARNEAU 

AP  Leads  Pack 
In  Moving  Ads 


As  expected. 
Associated  Press 
dominates  ad 
delivery  like  it 
does  the  news  — 
btd  competitors 
see  opportunity, 
anyway 


After  its  first  full  year  in  business, 
the  Associated  Press’s  AdSend  advertis¬ 
ing  transmission  service  is  catching  on 
fast. 

,  AdSend  has  wired  over  1 ,000  news¬ 
papers,  including  most  of  the  nation’s  1,533  dailies, 
to  receive  ads  by  satellite  and  dial-up  bulletin  board 
service.  It  also  has  equipped  300  national  and 
regional  advertisers  to  submit  ads  digitally  for  dis¬ 
tribution,  according  to  Tom  Brettingen,AP’s  direc¬ 
tor  of  business  development. 

AdSend,  a  for-profit  service  of  the  cooperative 
news  agency,  is  in  the 
process  of  installing  systems 
at  another  100  to  200  news¬ 
papers,  including  weeklies, 
and  is  putting  in  modems, 
software  and  phone  lines  for 
30  advertisers  each  month, 
he  said. 

After  starting  service  in 
late  1994,  AdSend  last  year 
recorded  over  100,000  ad 
transmissions,  about  90% 
black  and  white. 

Newspapers  pay  nothing 
for  equipment  or  service.  Advertisers  pay  nothing 
for  modems,  software  or  phone  service.  Instead, 
they  pay  for  each  ad  transmitted  to  each  paper  — 
between  $4  and  $40  per  transmission,  based  on 
volume  and  whether  they  use  12-,  four-,  or  one- 
hour  service. 

There  are  no  proofs  and  orders  are  placed  tradi¬ 
tionally,  via  ad  sales  reps  and  rep  firms,  though  AP 
is  considering  an  order-entry  system. 

Participating  advertisers  include  Sears,  JCPenney, 
Montgomery  Ward,  Dayton  Hudson,  and  Dillards. 
Advertisers  transmit  by  modem  or  ISDN  lines  to 
AdSend  in  Cranberry,  N.J.  From  there,  AdSend 
beams  files  by  satellite  to  big  papers  and  puts  them 
on  a  bulletin  board  service  to  be  downloaded  by 
smaller  papers. 

AP  is  investing  heavily  in  start-up  costs  —  staff, 
computers,  software  and  phone  lines  —  and  hopes 
to  begin  earning  an  operating  profit  diis  vear.The 
strategy  in  supplying  equipment  systems  to 
senders  and  receivers  of  ads  is  to  generate  a  critical 
mass  of  volume  as  fast  as  possible,  Brettingen  said, 
refusing  to  disclose  rev¬ 
enue  or  staffing  for  com¬ 
petitive  reasons. 

At  minimum  rates,  last 


year’s  ad  volume  would  have  brought  in  at  least 
$400,(KK)  in  revenue,  even  though  AP  was  antici¬ 
pating  about  one-third  of  AdSend’s  business  to  be 
at  premium  rates. 

“We  won’t  make  money  overnight,  but  we’re 
going  to  make  it  pretty  quickly,”  Brettingen  said. 

Advertisers  and  newspapers  say  AdSend  is  lxK)m- 
ing  because  it  gives  advertisers  access  to  virtually 
all  newspapers  at  no  upfront  cost  to  either.  It’s  a 
kind  of  digital  Federal  Express,  as  one  AP  staffer 
said,  only  cheaper  and  faster. 

Newspapers  and  advertisers,  alike,  say  AdSend’s 
adoption  of  Adobe  Acrobat, 
and  its  portable  document 
format,  have  made  it  the  soft¬ 
ware  of  choice  for  sending 
ads,  based  on  its  ability  to 
compress  data,  embed  fonts 
and  reproduce  files  accu¬ 
rately. 

While  there’s  no  hard  evi¬ 
dence  that  digital  delivery  is 
putting  more  ad  dollars  into 
newspapers,  there  are  indica¬ 
tions  ads  are  getting  into 
papers  that  otherwise  might 
not,  Brettingen  said.  He  cited 
an  airline  that  reacted  to  a 
competitor’s  prices  with  an 
ad  placed  late  at  night  in 
some  metro  papers,  and  ads 
from  a  tobacco  company 
placed  late  in  reaction  to 
news  events. 

AP’s  success  might  seem  to  support  Ad/Sat’s 
claims  in  an  antitrust  suit  that  AP  was  trying  to 
monopolize  the  ad  delivery  business. 

“AP  may  be  taking  advantage  of  its  resources 
and  its  good  will,  but  doing  so  does  not  violate 
the  antitrust  laws,”  U.S.  District  Judge  Peter  K. 
Leisure  said  in  dismissing  the  case  on  summary 
judgment. 

“It  is  extremely  unlikely  that  AP  could  predatori- 
ly  price  AdSend  and  drive  competitors  out  of  the 
market,  thus  allowing  AP  to  price  AdSend  at 
monopoly  prices.  Even  if  that  occurred,  no  reason¬ 
able  juror  could  find  that  AP  could  sustain  monop¬ 
oly  power  long  enough  to  recoup  its  losses.” 

Ad/Sat,  the  oldest  elec¬ 
tronic  ad  delivery  service 
using  the  oldest  technolo¬ 
gy  and  charging  the  high- 


"We  won’t  make  money 
overnight,  but  we're  going  to 
make  it  pretty  quickly." 

—  Tom  Brettingen, 
Associated  Press  director 
of  business  development 


See  related  stoiy  in  News  Tech 
section  beginning  on  page  24. 
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est  prices,  went  out  of  business  after 
the  ruling  in  late  February. 

But  Leisure  noted  at  least  five  compa¬ 
nies  offering  digital  ad  delivery  services 
to  newspapers  —  all  of  them  trying  to 
steal  business  from  traditional  courier 
services  —  and  some  think  they  have  a 
niche,  despite  AP’s  dominance. 

Bemardsville,  N.J.-based  ImageNet, 
with  80  newspapers  and  seven  advertis¬ 
ers  as  customers,  does  not  transmit  ads 
but  sells  turnkey  systems  that  allow 
advertisers  to  transmit  ads  —  to  news¬ 
papers,  magazines  and  commercial 
printers  —  u.sing  ISDN  and  Switch  56 
lines. 

“Is  AP  going  to  take  me  out  of  busi¬ 
ness?  It  hasn’t  yet.  We’re  adding  people,” 
said  ImageNet  president  Craig  Schrader. 

In  fact,  he  said,  after  AdSat’s  suit  was 
dismissed,  a  chill  that  had  pervaded  the 
business  lifted  —  a  chill  stemming  from 
the  fact  that  the  suit  named  nearly  the 
entire  newspaper  industry  as  defen¬ 
dants. 

Participating 
advertisers  include  Sears, 
JCPenney,  Montgomery 
Ward,  Dayton  Hudson, 
and  Dillards 

“We  have  seen  everybody  be  a  whole 
lot  more  proactive,”  since  the  end  of  the 
case,  Schrader  said. 

ImageNet,  with  a  stafl’  of  four,  started 
in  1993  and  has  doubled  annual  rev¬ 
enues  ever  since,  he  said,  adding  that  its 
systems  do  a  lot  more  and  cost  advertis¬ 
ers  less  than  AdSend. 

All  of  which  is  not  to  say  competitors 
exactly  love  AR 

“Every  newspaper  has  AdSend. They 
give  it  away  to  newspapers  because 
they  get  it  back  through  dues,”  said 
Schrader,  who  added,  “Not  all  advertisers 
are  buying  in  to  the  AP  solution.” 

Not  exactly,  responded  AP’s 
Brettingen,  who  called  Schrader’s  view 
about  dues  “uninformed”  because 
AdSend  plans  to  recoup  all  its  equip¬ 
ment  expenses  from  AdSend  revenues. 

Harry  Dahl,  senior  vice  president  of 
Los  Angeles-based  Digiflex,  which  takes 
ads  from  50  advertisers,  including 
Hollywood  entertainment  companies, 
and  transmits  them  to  200  papers, 
charges  by  the  transmission  at  both 
ends. 

Newspaf)ers  pay  $8  to  $12  and  adver¬ 


ADVERTISING/PROMOTION 


tisers  pay  $10  to  $25  per  transmission, 
based  on  volume  and  services  per¬ 
formed.  Equipment  is  extra. 

“We’re  not  trying  to  be  Federal 
Express,”  Dahl  said.  “We’re  trying  to  be  a 
solution  to  electronic  ad  delivery.” 

The  company  customized  services  to 
fit  the  needs  of  senders  and  receivers. 

“We  are  investing  and  building  our 
network,  and  they  are  not  going  to  put 
us  out  of  business,”  he  said  of  AP,  adding 
there  might  eventually  only  be  room  for 
two  or  three  ad  transmission  services. 

Digiflex  has  10  employees  but  has 
the  help  of  100  field  service  representa¬ 
tives  from  its  parent.  Autologic 
Information  International. 


Classifieds  a 
hit  with 
job-seekers 

Eighty-five  percent  of  high-tech 

professionals  in  a  Newspaper  Asso¬ 
ciation  of  America  study  said  they  turned 
to  the  Sunday  classifieds  to  find  out 
about  career  opportunities,  and  nearly 
one-third  reported  looking  at  the  job  list¬ 
ings  at  least  once  a  week,  compared 
with  24%  a  decade  ago. 

NAA  also  found  that  87%  of  health¬ 
care  professionals  polled  went  through 
the  classified  section  at  least  once  a 
week. 

Recruitment-advertising  spending  last 
year  totaled  nearly  $5  billion  and  repre¬ 
sented  35%  of  newspaper  classified 
spending. 

These  statistics  were  reported  in  the 
first  of  a  planned  series  of  research  stud¬ 
ies  on  classified  advertising  that  were 
released  at  the  NAA’s  annual  convention. 

PR  firms 
open  new  office 

TWO  WASHINGTON,  D  C.,  firms  spe¬ 
cializing  in  public  relations  and  gov¬ 
ernment  relations  have  opened  a  joint 
office. 

Burson-Marsteller  and  Black,  Kelly, 
Scruggs  &  Healy  will  share  the  new 
space  at  1801  K  Street,  NW  Charles  R. 
Black,  a  republican  strategist,  will  serve 
as  president  and  CEO  of  Black,  Kelly, 
Scruggs  &  Healy.  John  Scruggs,  a  former 
Reagan  Administration  lobbyist,  will  be 
COO. 


Scamline 

5i4  TODAYS  NAME  is  being  falsely 
used  by  a  group  trying  to  solicit 
promotional  campaigns,  via  telephone,  to 
schools  and  businesses. 

According  to  an  article  in  USA  Today, 
the  promotional  pitches  have  varied;  for 
example,  they’ve  included  promises  to 
be  identified  on  pages  in  USA  Today,  fees 
for  bumper  stickers  for  Super  25  high 
schools,  and  for  a  charge,  to  be  men¬ 
tioned  on  a  page  which  lists  golfers  who 
have  scored  a  hole  in  one. 

The  callers  have  claimed  these  pro¬ 
motions  are  associated  with  USA  Todc^, 
though  they  are  not. 

These  offers  have  reached  schools  and 
businesses  on  the  East  Coast,  California, 
Texas,  individuals  in  the  Midwest,  and 
several  mid-Atlantic  states. 

Many  of  these  bogus  calls  have  come 
from  a  firm  in  Boca  Raton,  Fla.,  which 
claims  to  be  a  subsidiary  of  the  paper  or 
its  parent  company,  Gannett  Co.  Inc. 

Steve  Anderson,  director  of  media  rela¬ 
tions  at  Gannett,  said  the  paper  pub¬ 
lished  a  number  to  call  if  anyone  is  con¬ 
tacted  by  this  “group.”  After  the  number 
was  published,  the  amount  of  incidents 
declined. 

“It’s  dried  up  a  bit,”  said  Anderson. 

USA  Today  does  offer  legitimate  pro¬ 
motional  programs  for  high  schools, 
which  include  Classline,  a  newspaper-in- 
school  teaching  program. 

—  Laura  Reina 

Rental  hotline 

The  BALTIMORE  5LWhas  introduced 
an  interactive  phone  service  called 
Rental  Solution  Hotline  that  offers  free 
information  to  potential  renters  about 
apartments  listed  in  the  paper’s  Rental 
Solution  pages. 

Callers  can  listen  to  prerecorded 
information  —  and  can  pinpoint  partic¬ 
ular  apartments  by  answering  a  series  of 
questions  about  location,  price,  etc.  — 
and  printed  information  about  selected 
apartments  can  be  received  via  facsimile. 

In  addition,  property  managers  can 
choose  an  additional  option  that  allows 
renters’  calls  to  be  forwarded  directly  to 
their  rental  offices  or  to  a  voice  mail  sys¬ 
tem. 

Personal  identification  numbers  are 
issued  to  renters  who  enter  a  “personal 
profile,”  allowing  them  to  get  quick, 
updated,  specific  information  in  future 
calls. 
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BY  GEORGE  GARNEAU 

Strides  In 
Digital  Delivery 


After  nearly  a  decade  of  receiving 
display  ads  electronically,  the  newspa¬ 
per  industry  is  try  ing  to  tame  a  chaot¬ 
ic  array  of  delivery  systems. 

So  far,  techniques  for  taking  in  digi¬ 
tal  ads  from  advertisers  and  their  agencies  —  via 
courier  on  disk,  by  modem,  or  by  third-party  trans¬ 
mission  system  —  have  evolved  willy-nilly  as  desk¬ 
top  publishing  empowered  retail  advertisers  to  cre¬ 
ate  ads  digitally. 

The  driving  force  behind  digital  delivery  is  that 
for  advertisers,  it  eliminates  the  costs  of  outputting 
the  same  ad  dozens  of  times 
and  delivering  the  materials 
by  courier,  to  each  paper.  The 
bigger  the  advertiser,  the  big¬ 
ger  the  cost. 

For  the  growing  number 
of  papers  with  full  pagina¬ 
tion,  capturing  the  original 
zeros  and  ones  eliminates  the 
need  to  scan  mechanicals 
for  printing  and  more  accu¬ 
rately  reproduces  the  original 
quality. 

Unfortunately,  for  newspa¬ 
pers  without  pagination,  digi¬ 
tal  advertising  creates  work: 
to  process  and  output  ads 
that  used  to  come  in  ready  to  paste  up. 

As  newspapers  evolve  toward  full  electronic 
page  makeup,  taking  in  ads  electronically  improves 
quality  by  avoiding  a  change  of  medium,  decreases 
the  chance  of  error  and  relieves  newspapers  of  the 
burden  of  generating  ads  on  their  own  electronic 
systems. 

While  advertisers  delved  into  desktop  publishing 
beginning  in  the  late  1980s,  “we  at  the  newspapers 
were  left  to  play  catch  up,”  Kara  Gabbert,  who  was 
assigned  two  years  ago  to  smooth  the  process  of 
electronic  ad  delivery  at  the  St.  Petersburg  Times, 
said  at  the  Newspaper  Association  of  America’s 
operations  conference  in  Miami  recently. 

The  catching  up  has  caught  on  in  the  last  two 
years,  newspap>er  executives  say,  thanks  mainly  to 
the  Associated  Press,  which  dove  big  time  into  the 
ad  transmission  business  (related  story;  p.  22). 

Because  more  ads  are  arriving  in  bits  and  bytes, 
newspapers  are  producing  fewer  ads  from  scratch 
on  such  proprietary  systems  as  Camex,  Harris  and 
triple-1.  Increasingly,  national  ads  arrive  in  digital 
files  via  phone  lines  or  satellite  signals,  and  local 


/Is  ads  digitize, 
the  newspaper 
industry’  tries 
to  put  dozens 
of  ad  delivery’ 
systems  in 
harmony  with 
1,500  newspaper 
prepress 
systems 


ads  come  in  on  disks  or  by  modem  on  electronic 
bulletin  boards. 

Still,  fewer  than  one  ad  in  five  arrives  digitally, 
according  to  evidence  presented  in  the  failed 
antitrust  suit  that  Ad/Sat  brought  against  AP  The 
bulk  of  retail  ads  travel  the  old-fashioned  way,  by 
courier. 

Nor  are  digital  ads  necessarily  labor  free  or  prob¬ 
lem  free  when  they  arrive  on  disks  or  on  servers. 

Paginated  newspapers  struggle  to  process  ads  cre¬ 
ated  on  an  array  of  systems  to  fit  in  to  pagination 
systems,  and  papers  without  pagination  are  forced 
to  accept  digital  ads  even 
though  it  means  higher  costs  NoV  CIT6  digitdl 
in  labor  and  materials  to  out-  neceSSarilV 

put  ads  for  paste-up. 

The  confusion  stems  from:  IcibOT  fvce  OT 
a  half-dozen  software  pro-  pYOhlCffl  fT6€ 
grams  used  to  compose  ads,  ^ 

several  data  compression  WhCfl  tuCy  CtWiVC 

standards,  a  handful  of  third-  clisks  Of  OH 

party  transmission  services, 
several  formats  and  countless  S6YVCTS 
fonts.  For  newspaper  pre¬ 
press  operators,  electronic  variables  have  created 
new  problems  —  among  them  figuring  out  what 
formats  electronic  files  are  in,  what’s  in  them,  miss¬ 
ing  fonts,  how  the  ad  should  look,  and  how  to 
tweak  files  so  they  print  well  on  newsprint  when 
many  were  created  for  magazines. 

Rich  Masotta,  Boston  Globe  senior  ad  operations 
manager,  recently  counted  at  least  seven  pathways 
leading  electronic  display  ads  into  the  Globe  —  a 
handful  of  terminals,  one  for  each  of  the  national 
ad  transmission  services;  plus  a  bulletin  board  ser¬ 
vice  the  paper  set  up  for  local  advertisers  to  trans¬ 
mit  ads  via  modem;  plus  a  variety  of  disks. 

“I  don’t  want  to  have  seven  PCs  to  deal  with 
from  third-party  vendors,”  he  said.  Of  about  3,200 
display  ads  a  week  in  the  Globe,  some  120  arrive 
on  disk,  by  modem  or  by  third-party  service  now. 

The  newspaper’s  goal  is  lift  that  to  600,  Masotta 
said. 

The  number  of  third-party  transmission  vendors 
should  be  diminished  by  one  since  Ad/Sat,  the  old¬ 
est,  clunkiest  and  most  expensive,  lost  its  lawsuit 
against  AP’s  AdSend  and  ceased  operations.  Others 
include  DigiFlex,Ad  eXpress,AdStar,AdLink  and 
Business  Link. 

The  challenge  of  digital  advertising,  Masotta  said, 
is  “to  get  out  of  the  ad  manufacturing  business.” 

Another  is  for  newspapers  to  create  their  own 
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internal  routing  systems  for  processing 
ads  received  electronically.  The  issues 
for  newspapers  involve  customer  ser¬ 
vice,  staffing,  and  quality.  Whatever  costs 
newspapers  cut  by  reducing  the  num¬ 
ber  of  ad  compositors  can  be  plowed 
into  selling  more  ads,  he  said. 

Electronic  ads  still  take  work,  howev¬ 
er.  The  Dallas  Morning  News,  for 
instance,  assigns  three  to  four  people  to 
process  ads  received  in  digital  form. 

Systems  used  to  producing  retail  ads 
often  are  incompatible  with  newspaper 
production  systems.  Standards  for  for¬ 
mats  and  headers  are  lacking  or  in  the 
formative  stages.  For  newspapers,  prob¬ 
lems  routinely  arise  when  ads  arrive 
incomplete,  or  with  unfamiliar  formats 
or  fonts. 

The  emerging  technical  problems  — 
and  the  need  to  serve  advertisers  — 
prompted  the  industry  to  seek  to  impose 
order  on  the  chaos,  to  get  advertisers, 
agencies,  newspapers,  and  transmission 
services  to  sing  in  the  same  key  during 
the  transition  to  digital  advertising. 

To  that  end,  NAA  has  published  a 
guide.  The  22-page  booklet,  the  woik  of 
a  special  committee  Masotta  served  on, 
outlines  the  process  for  creating,  prepar¬ 
ing  and  transmitting  display  ad  materi¬ 
als,  including  text  and  graphics,  and  sug¬ 
gests  standards.The  booklet  is  available 
from  NAA  in  Reston,Va.,for  $11.95, 
with  bulk  discounts  available,  and  a  ver¬ 
sion  can  be  seen  on  the  association’s 
Web  site  (http;//www.infi.net/naa). 

Advertisers  are  embracing  digital  cre¬ 
ation  and  distribution  of  ads  mainly  to 
cut  costs  but  also  to  push  back  dead¬ 
lines.  Dayton  Hudson  stores,  for  exam¬ 
ple,  used  to  spend  $250,000  a  year  to 
output  Veloxes  and  send  them  to  news¬ 
papers  —  a  number  slashed  by  two- 
thirds  since  moving  to  aU-digital  delivery 
through  AdSend  in  January. 

Speed  is  another  advantage. 
Advertisers  can  react  to  events  and  get 
ads  into  print  faster  than  ever  nation¬ 
wide.  Quality  is  another  reason.  AXTien 
systems  are  coordinated,  there  is  less 
chance  of  error  with  digital  files,  and 
that  reduces  make  goods. 

Adobe’s  PDF,  the  acronym  for 
portable  document  format,  is  quickly 
emerging  as  the  industry  standard  ad 
transmission  “envelope.”  For  legal  rea¬ 
sons  —  one  being  that  NAA  was  a 
defendant  in  Ad/Sat’s  antitrust  suit  — 
the  NAA  handbook  refers  to  a  generic 
standard  it  calls  portable  advertising  for¬ 
mat. 


ST.  PETE  STORY 

The  St.  Petersburg  Times  hired  Kara 
Gabbert  from  a  commercial  prepress 
company  and  set  her  to  work  two  years 
ago  to  smooth  the  system  for  process¬ 
ing  digital  ads  into  the  paper’s  ad  track¬ 
ing  and  pagination  systems. 

At  the  time,  there  was  little  demand  from 
advertisers,  in  part  because  ad  reps  were 
so  “technologically  challenged”  that  they 
avoided  the  subject  “like  the  plague,” 
and  production  supervisors  were  intimi¬ 
dated  by  all  the  variables,  Gabbert  said. 

The  task  proved  to  be  manageable, 
starting  with  a  survey  that  found  adver¬ 
tisers  using  mostly  five  software  applica¬ 
tions  and  four  formats  in  their  desktop 
ad  production.  Most  common  was 
Macintosh  hardware  running 
QuarkXPress,  Adobe  Illustrator  and 
Photoshop  software  and  stored  on 
SyQuest  disks.  But  there  were  enough 

Electronic  ads  still 
take  work,  however. 

The  Dallas  Morning 
News,  for  instance, 
assigns  three  to  four 
people  to  process  ads 
received  in  digital  form 

PageMaker,  MacroMedia  FreeHand  and 
Multi-Ad  Creator  users  to  justify  their 
inclusion,  Gabbert  said. 

The  next  step  was  to  develop  guide¬ 
lines  for  advertisers  in  preparation  for  a 
gradual  system  rollout.  Fonts  were  an 
issue  until  the  discovery  that,  as  essen¬ 
tially  an  output  service  for  advertisers, 
the  Times  did  not  have  to  license  scores 
of  fonts.  It  did  buy  an  “extensive”  font 
library  from  Adobe  and  told  advertisers 
which  fonts  it  could  produce. 

The  process  resulted  in  several  ver¬ 
sions  of  guidelines  for  ad  reps  and 
advertisers,  the  latest  being  five  pages 
long,  including  a  list  of  third-party  trans¬ 
mission  vendors.  A  technical  wizard  was 
critical,  Gabbert  said,  helping  train 
staffers  on  hardware  and  software. 

The  system  woiks  this  way: 
Advertisers  who  want  to  go  electronic 
get  the  guidelines  from  their  reps. 

Before  going  live,  they  submit  a  test  file 
and  a  proof.  Proofs  allow  reps  to  check 
content  acceptability. 

One  problem  was  that  people  think 
electronic  ads  are  camera  ready  ads  on 
disk  —  hit  a  button  and  they  print  per¬ 


fectly.  The  problem  is,  Gabbert  said,  with 
PostScript,  it  just  isn’t  so. 

Nevertheless,  the  system  has  worked 
well.  When  regional  and  national  adver¬ 
tisers  entered  the  equation,  they 
brought  third-party  transmission  ven¬ 
dors  —  each  with  its  own  way  of 
receiving,  sending,  transmitting  and 
downloading  —  and  advertisers  wanted 
to  eliminate  disks.  Ads  began  arriving 
without  orders  or  instructions. 

Eventually,  the  paper  set  up  rules  for 
ads  on  disk,  by  modem  and  third-party 
vendor,  and  for  color  and  black  and 
white,  including  proofs  for  modem  and 
third-party  vendor. 

IN  THE  LURCH 

John  Mika,  Chicago  Tribune  advertis¬ 
ing  systems  manager,  said  digital  ads  — 
delivered  on  disks  or  electronically  — 
are  “rapidly  accelerating,”  and  AP’s 
AdSend  has  provided  the  biggest  impe¬ 
tus  by  offering  a  system  that  is  easy  to 
use,  costs  nothing  and  has  attracted  a 
raft  of  advertisers. 

That  said,  digital  ads  have  brought  lit¬ 
tle  joy  to  Tribune  Tower,  because  they 
require  more  work  to  process.  Without 
pagination,  it’s  easier  for  the  Tribune  to 
take  a  Velox  delivered  by  courier,  cut  it 
out  and  paste  it  on  a  page  mechanical. 
Processing  digital  ads  currently,  howev¬ 
er,  requires  a  server,  Macintosh,  image¬ 
setter,  processor  and  a  human  operator. 

The  newspaper  accepts  digital  ads 
“more  as  a  customer  service”  to  adver¬ 
tisers,  even  though  the  process  strains 
existing  staff,  Mika  said.  It’s  also  a  “com¬ 
petitive  advantage.  If  we  offer  it  and  oth¬ 
ers  don’t,  it  gives  us  an  advantage,”  he  said. 

The  Tribune  is  planning  a  bulletin 
board  or  ISDN  service  for  use  by  local 
advertisers. 

Mika  advises  newspapers  to  beware 
the  unexpected,  because  with  digital 
ads  “there’s  always  a  surprise.” 

While  satellites  are  rehable,  they’re 
not  infallible,  and  a  backup  system,  such 
as  a  modem,  is  advisable. 

Another  issue  is  deadlines.  Just  because 
advertisers  can  send  ads  at  the  last  minute, 
doesn’t  mean  that’s  all  there  is.  It  takes 
time  to  process  and  output  them. 

He  said  the  Tribune  has  compiled 
guidelines  for  advertisers  and  prefers 
files  composed  in  Adobe  Acrobat. 

Digital  advertising  has  “become  part 
of  the  day  to  day,”  he  said.  “It’s  moved 
from  techies  to  regular  users.”  Eventually, 
he  said,  “We  want  to  make  it  part  of  the 
routine.” 
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A  RETAIL  VIEW 

Laurie  Rejzer,  systems  administrator 
in  charge  of  producing  ads  for  68 
Dayton’s,  Hudson’s  and  Marshall  Field’s 
department  stores,  converted  to  all-digi¬ 
tal  ad  production  in  1991  and  started 
looking  at  digital  delivery  in  1993. 

The  company  was  spending  $250,000 
a  year  to  output  15,000  Veloxes  and 
ship  them  by  courier  to  85  papers.  An 
ad  going  in  44  papers  used  regularly 
would  be  output  44  times  from  the 
same  file  and  sent  separately  to  each 
paper. 

Courier  costs  ranged  from  more  than 
$12  per  delivery  for  regular  overnight 
service  to  as  much  as  $150  for  ads 
shipped  after  8  p.m.  A  late  ad  could 
cost  $6,500  to  ship  to  44  papers. 

After  “two  hard,  difficult,  tedious  years 
of  testing,”  with  AP’s  AdSend,  Dayton 
Hudson  stores  went  to  100%  digital 
delivery  on  Jan.  20,  Rejzer  said.  “We  are 
not  outputting  or  shipping  a  thing.”  In 
two  months,  the  cost  of  getting  ad  mate¬ 
rials  to  newspapers  has  dropped  by 
two-thirds  —  to  about  $4  per  delivery 
for  regular  ser\'ice. 

While  savings  have  not  been  plowed 
into  increased  ad  volume,  Rejzer  said,  a 
major  improvement  is  speed  —  the  abil¬ 
ity  to  respond  to  marketing  opportuni¬ 
ties  rapidly  —  like  a  Chicago  Bulls  cham¬ 
pionship  as  a  chance  to  put  Michael 
Jordan’s  numbered  jersey  on  sale. 

“1  can  get  one  ad  to  85  newspapers 
in  an  hour  if  I  need  to  with  digital  deliv¬ 
ery,”  Rejzer  said.“'rhat  would  be  literally 
impossible  to  do  before.” 

Ability  notwithstanding,  her  produc¬ 
tion  schedule  has  not  changed  because 
faster  service  costs  so  much  more.  Even 
so,  Dayton  Hudson  has  used  AdSend’s 
one-hour  service  “many  times  and  it’s 
worked  out  wonderfully,”  Rejzer  said, 
premium  price  aside. 

The  process  hasn’t  been  easy,  howev¬ 
er.  Rejzer’s  admiration  for  AdSend  began 
as  antipathy.  It  started  when  AdSend  first 
began  installing  its  systems,  gathering  ad 
files  in  Cranberry,  N.J.,  and  transmitting 
them  to  newspapers  coast  to  coast. 

According  to  Rejzer,  the  delivery- 
pipeline  was  never  an  issue,  but  how 
newspapers  handled  files  was.  Many 
papers  didn’t  know  how  to  process  dig¬ 
ital  files  properly,  and  if  they  did,  files 
were  output  on  different  kinds  of  image¬ 
setters,  each  calibrated  differently.  The 
result  was  inconsistency. 

In  a  test,  Rejzer  asked  10  papers  to 
output  an  ad  from  the  same  file  and 


return  the  Veloxes  to  her.  Compared 
with  output  from  her  imagesetter,  the 
newspaper  work  was  “all  over  the 
board.There  wasn’t  one  that  was 
acceptable  to  be  printed,”  she  said.  Ads 
were  cut  off,  fonts  were  messed  up,  ton¬ 
ing  was  off,  ads  came  out  too  big  or  too 
small. 

Two  papers  didn’t  even  own  image¬ 
setters,  and  of  the  eight  that  did, 

“Nobody  could  print  a  decent  halftone 
initially,  except  for  two,”  she  said.  At  the 
time  two  years  ago,  Adobe  Acrobat  was 
still  new. 

Rejzer  said  she  “went  back  to  AP  and 
said, ‘How  the  heck  am  1  supposed  to 
use  your  service  when  this  is  what  the 
newspapers  are  going  to  output?’  ”  In 
her  assessment,  AP  “basically  was  not  fol¬ 
lowing  through  on  its  promise  of  ser¬ 
vice.” 

The  newspaper  accepts 
digital  ads  “more  as  a 
customer  service”  to 
advertisers,  even  though 
the  process  strains 
existing  staff,  Mika  said 

Then,  things  changed.  AdSend  admit¬ 
ted  its  faults  and  overhauled  the  service. 
It  dispatched  engineers  to  newspapers 
to  teach  operators  how  to  process  files 
and  to  calibrate  equipment.  AP’s  ad 
transmission  subsidiary  “got  in  the 
trenches”  with  newspapers  when  “not 
one  other  vendor  even  thought  this  was 
an  issue,”  she  said. 

Today,  she  said,  AdSend  “is  the  only 
viable  service  out  there.There  is  no 
other  company  as  devoted  and  commit¬ 
ted  to  the  service  as  they  are.” 

Tom  Brettingen,  AP’s  director  of  busi¬ 
ness  development,  conceded  that 
AdSend  redeployed  staff  to  newspapers 
after  realizing  early  on  “that  this  was 
more  a  service  than  a  technology.” 

Rejzer  summed  up  the  original  con¬ 
flict  this  way:  “The  fact  that  we  wanted 
to  make  digital  ad  delivery  work  for  us 
was  not  enough  incentive  for  newspa¬ 
pers  to  make  it  work  in  their  own  indi¬ 
vidual  situations.” 

Dayton  Hudson,  based  in  Minne¬ 
apolis,  uses  Macintosh  equipment  and 
QuarkXPress  software  for  in-house  ad 
production.  Of  the  papers  the  retailer 
uses,  one  in  four  are  paginated,  and  they 
had  problems  even  without  the  compli¬ 
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cation  of  color. 

“It  took  an  act  of  God  to  get  this  one 
newspaper  to  buy  an  imagesetter,” 

Rejzer  said,  noting  such  antiquated 
newspaper  production  systems  as 
decades-old  letterpress  presses. 

AdSend  is  setting  the  standard  in  ad 
delivery  not  because  of  its  dominant 
position  in  the  newspaper  industry, 

Rejzer  said,  but  because  it  has  attracted 
viitually  every  major  U.S.  retailer  and 
because  of  its  fee  structure:  no  upfront 
charges  and  advertisers  pay  only  for  ads 
sent. 

Because  of  the  success  and  savings  at 
Dayton  Hudson  department  stores,  the 
parent  company  plans  digital  ad  deliv¬ 
ery  for  its  Target  and  Mervyn’s  discount 
stores  —  giving  it  additional  discounts 
for  volume. 

DEDICATED  DIGITAL 

At  the  Cleveland  Plain  Dealer,  digital 
ads  are  flowing  like  tributaries  into  a 
river,  currently  running  at  500  a  month. 
That  is  over  40%  of  display  ad  volume, 
though  less  than  15%  of  the  ad  count, 
and  includes  the  paper’s  biggest  adver¬ 
tisers. 

Virtually  the  entire  shift  to  digital 
delivery  took  place  in  the  two  years 
since  the  Plain  Dealer  built  a  new  pro¬ 
duction  plant  and  paginated  its  prepress 
operations.  While  the  ad  production 
staff  has  grown  to  six,  the  trend  has 
meant  a  significant  labor  savings  versus 
mechanical  production,  despite  more 
work  from  zoned  ads. 

“We  work  with  advertisers  and 
accept  electronic  material  in  virtually 
anyway  they  care  to  send  to  us,”  said  ad 
s>'stems  coordinator  Roy  Shinagle.  At 
this  point,  camera  ready  ads  mean  more 
work  and  less  quality  because  they  have 
to  be  scanned. 

The  paper  plans  to  open  the  digital 
doorway  to  smaller  advertisers  by  start¬ 
ing  up  a  bulletin  board  service,  planned 
to  start  in  May,  for  businesses  to  ship  ads 
by  modem. 

“If  people  think  they  don’t  have  to 
accept  electronic  ads,  it’s  not  an  option,” 
said  Joe  Cillo,  director  of  information 
systems. 

Part  of  the  Plain  Dealer's  ad  flow 
comes  from  Pittsburgh,  where 
Kaufinann’s  department  stores  run  its 
prepress  facility.  Using  a  system  from 
ImageNet  of  Bernardsville,  N.J., 
Kaufinann’s  zaps  ads  to  the  Plain 
Dealer's  downtown  Cleveland  prepress 
operation  via  ISDN  line. 


26  Editor  &  PuBUSHER  ■  May  11, 1996 


NEWS  TECH 


For  the  past  six  months,  the  Plain 
Dealer  has  been  taking  all  ads  electroni¬ 
cally  from  Kaufmann’s,  one  of  the 
paper’s  biggest  advertisers.  Both  sides 
are  working  to  expand  into  color,  said 
Marty  Chitester,  ad  production  coordina¬ 
tor,  and  the  Plain  Dealer  is  evaluating 
whether  to  use  the  ImageNet  system  for 
a  large  food  advertiser. 

For  advertisers,  such  systems  are 
cheaper  to  operate,  and  offer  more 
speed  and  control  than  services  from 
third-party  transmission  vendors  such  as 
AP’s  AdSend. 

ImageNet  founder  Craig  Schrader  said 
the  company  has  systems  installed  at  80 
newspapers  and  seven  advertisers  or 
agencies.  One  of  the  selling  points  is 
cost,  he  said,  about  20t  to  move  an  ad 
in  a  minute  versus  a  minimun  of  $4  on 
AP’s  AdSend.  When  you  get  into  one- 
hour  service,  and  retransmissions,  the 
cost  differential  multiplies. 

Schrader  said  ImageNet  also  offers 
immediate  confirmation  of  receipt  and 
built-in  maintenance  and  diagnostic 
functions. 


Miami  Herald 
adds  foreign 
print  sites 

XPANDING  ITS  NETWORK  of  Latin 
American  print  sites,  the  Miami 
Herald  has  begun  printing  and  delivery 
of  its  International  Satellite  Edition  at 
El  Tiempo,  Bogota,  Colombia. 

The  first  Latin  American  print  site, 
Panama’s  La  Prensa,  began  printing  on 
Jan.  29  iE&P,  Feb.  24,  p.  35). 

The  Knight-Ridder  flagship  also 
arranged  for  production  at  Edimpres, 
publisher  of  Diario  Hoy,  in  Quito, 
Ecuador,  and  at  La  Cronica,  Cancun, 
Mexico.  The  company  said  the  two  sites 
will  print,  market  and  distribute  the  edi¬ 
tion  upon  installation  of  satellite  recep¬ 
tion  equipment,  probably  in  mid-June. 

Herald  publisher  David  Lawrence  said 
that  after  50  years  of  sending  copies  by 
airplane,  satellite  delivery  of  pages  to 
remote  print  sites  enables  fester  local 
publication  of  “a  more  up-to-date  news¬ 


paper  ...  at  a  lower  cost.” 

International  operations  director  Mark 
Seibel  remarited  that  by  transmitting 
pages  by  2  a.m.,  “English-language  read¬ 
ers  in  Bogota  will  be  able  to  enjoy  the 
same  fresh  news  with  breakfest  that 
Miami  readers  get.” 

McClier  in 
venture  to  build 
two  plants 

Chicago-based  design-build 

firm  McClier  is  joining  Asian  part¬ 
ners  in  developing  two  high-speed  color 
printing  plants  for  Malaysia’s  New  Straits 
Times  Press,  publisher  of  five  newspa¬ 
pers  printed  in  several  languages  that 
circulate  a  total  of  more  than  800,000 
copies  daily. 

The  collaboration  with  Bovis  and 
WIW  is  slated  to  complete  work  on 
plants  near  Johor  Baru  and  Kuala 
Lumpur  by  this  fell  and  next  spring, 
respectively. 


To  The 

Houston  Chronicle  For  Its 
Accomplishments  In  Journalism... 

Best-Written  Hearst  Metro  Newspaper 
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From  the  American  Color  Team 
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BY  JODI  B.  COHEN 


Time,  Space,  Form 
And  The  Internet 
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THINK  IT  is  important  to  understand 
••  9  what  we  are  about  ”  Netscape  CEO 
I  and  president  James  Baricsdale  told 
■  publishers  at  a  session  during  the 
annual  Newspaper  Association  of 
America  convention  in  New  York  City  last  week. 

“We  are  all  in  the  business  of  trying  to  solve  the 
classical  dilemma  of  time,  space  and  form.” 

Barksdale’s  voice  rang  through  the  walls  of  St. 
Bartholomew’s  Church,  where  he  started  the  New 
Media  session  with  humor. 

“They  told  me  this  was  going  to  be  held  in  a 
church,  I  can  tell  that 
because  all  the  seats  here  [in 
the  front]  are  empty,”  he  said. 
“So  come  on  down  brothers 
and  be  saved.” 

On  a  more  serious  note,  he 
explained  how  newspapers 
solve  the  time,  space  and 
form  dilemma. 

“Something  happens 

halfway  around  the  world . . .  the  wrong  place,  the 
wrong  time,  and  you  try  to  put  some  sense  around 
it,  publish  a  story  in  the  right  form,  perhaps  in  the 
right  language,  bring  it  to  the  right  place  at  the 
right  time,”  he  said,  “which  is  my  front  door  in  Palo 
Alto,  Calif.,  at  5:30  a.m.” 

It’s  a  service  no  one  could  do  without,  he  said. 
It’s  a  service  everyone  is  accustomed  to  and  goes 
unnoticed  until  the  paperboy  foigets  to  deliver  the 
paper. 

“My  business  is  using  telecommunications  prod¬ 
ucts,  software  and  services  to  attack  this  classic 
business  challenge,”  he  said.  “Some  people  say  the 
Internet  has  grown  up  in  the  last  18  months  or 
eight  months,  or  whenever  you  first  heard  about  it. 
But  that  is  not  true,”  he  said.  “The  Internet  has  been 
around  since  the  mid-1960s,  trying  to  solve  the 
problem  of  time,  space  and  form.” 

He  explained  the  Internet  started  slowly  in  uni¬ 
versities  and  military  and  governments.  It  gained 
momentiun  because  it  was  a  standard  protocol  that 
worked  on  almost  any  machine  type.  By  1990, 
almost  10  million  people  were  connected  to  the 
Internet. 

Barksdale  was  also  the  COO  of  Federal  Express 
and  said  that  that  company  is  a  time,  space  and 
form  company  “if  ever  there  was  one.” 

“Then  I  was  in  the  cellular  business  solving  the 
problem  of  communication  everywhere,”  he  said. 
“We  had  a  basic  belief  that  if  God  didn’t  want  you 


walking  around  with  an  umbilical  cord,  he  didn’t 
want  you  walking  around  with  a  phone  cord.” 

He  said  he  was  able  to  see  what  happens  when 
ubiquity  (going  everywhere)  is  created  —  as  the 
Internet  was  still  growing. 

In  1991,  there  were  12  million  people  in  cyber¬ 
space,  Barksdale  said,  because  of  the  ubiquity  of 
the  Internet. 

“Any  network  worth  its  salt  goes  everywhere,” 
he  said. 

“Think  about  the  problem  of  the  first  telephone 
salesman,  the  most  unheralded  salesman  in  the 
world.  Who  was  the  guy 
going  to  talk  to?  Ubiquity . . .  Hc  WClTflCCi 

now  you  can’t  do  without  it."  publishers  that  if 

In  1927,  It  cost  consumers  ^  '' 

in  today’s  dollars  $30  for  a  they  Want  tO  be  U 
thnee  ntinutc  phone  fearfe);  they  need 

coast  to  coast.Today  it  s  ’  ^ 

almost  a  dime  a  minute,  said  to  find  a  parade 

BaAsdale.  jump  OUt  in 

So  economy  is  commg  ^ 

along  at  the  same  time  ubiq-  fvont  Of  it.  If  they 
uity  of  this  global  netwotfc  rfo  it,  “SOme 

the  network  of  all  networks, 

the  Internet,  is  coming  1 9-year-old  in  a 

along,”  he  said.  ^avaQe  somewheve, 

It  wasn  t  until  1993  when  *  *  ’ 

a  student  at  the  University  of  OT  a  22-yeaV-Old 
Illinois’  National  Center  for 
Supercomputing  Applications 
wrote  a  program  called  Started  YdhoO 

Mosaic  that  caused  the  » 

Internet  explosion. 

“Three  things  that  caused  revolutions  in 
telecommunications  or  distribution  networks 
throughout  history  are  any  type  of  ubiquity;  econo¬ 
my,  it  needs  to  be  affordable;  and  utility,  it  needs  to 
be  useful  and  usable,”  he  said.  “And  that  is  what 
Mosaic  did.  It  solved  the  classic  challenge  of  time, 
space  and  form.” 

He  warned  publishers  that  if  they  want  to  be  a 
leader,  they  need  to  find  a  parade  and  jump  out  in 
front  of  it.  If  they  don’t  do  it,“some  19-year-old  in  a 
garage  somewhere,  or  a  22-year-old  like  the  one 
who  started  Yahoo  will  do  it.” 

A  panel  of  presidents  and  CEOs  took  the  floor 
after  Barksdale’s  speech:  Jack  Fuller,  president  and 
CEO  of  the  Chicago  Tribune-,  Mark  Kvamme,  presi¬ 
dent  and  CEO  of  the  CKS  Partners  Group  Inc., 
which  builds  and  maintains  Web  sites  for  corporate 
clients;  Alfred  Sikes,  president  of  Hearst  New 
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Media  and  Technology  and  Stephen 
Weiswasser,  president  and  CEO  of 
Americast,  a  joint  venture  with 
AmeriTech,  Disney,  BellSouth,  GTE  and 
Southwestern  Bell  to  provide  program¬ 
ming  services. 

The  panel  was  moderated  by  New 
York  Times  digital  commerce  columnist 
Denise  Caruso.  She  explained  Microsoft 
offers  its  Microsoft  Network  news  for 
free,  and  asked  the  panelists  how  they 
plan  to  compete  with  a  company  that 
does  not  share  the  risk  of  cannibalizing 
an  existing  product  and  who  has  deep 
pockets. 

“The  first  answer  is  how  can  we 
afford  not  to  compete?”  said  Fuller.  “It’s  a 
truism  in  our  business  that  if  there  is  any 
cannibalization  to  do,  better  to  do  it  your¬ 
self  before  someone  else  docs  it  to  you.” 

Fuller  explained  most  of  his  viewers 
in  cyberspace  are  not  subscribers  to  the 
printed  paper,  and  it  may  be  a  way  to 
reach  readers  who  are  interested  in  vari¬ 
ous  kinds  of  information,  but  are  not 
interested  in  buying  the  paper. 

“How  to  compete  with  Microsoft  is 
we  have  to  transfer  ourselves,  but  we 
also  have  to  capitalize  on  what  we  do 
have,”  he  said. 

“And  what  we  do  have  is  the  relation¬ 
ship  with  a  lot  of  people  as  the  source 
of  information,  and  our  competitors, 
generally  speaking,  don’t  have  that  infor¬ 
mation.” 

Because  Microsoft  is  giving  away  only 
general  news,  Weiswasser  believes  it’s 
not  a  threat. 

“I  suspect  one  of  the  things  Microsoft 
has  recognized  is  that  it  can  give  away 
basic  news  because  basic  news  is  ubiq¬ 
uitous,”  he  said. 

“The  answer  for  the  news  industry  is 
to  give  away  value-added  news  . . .  offer 
special  features  and  special  relation¬ 
ships.” 

Sikes  gave  an  analogy  of  a  rock 
ensemble  vs.  the  newspaper  industiy' 
symphony. 

“Think  of  Microsoft  as  a  rock  ensem¬ 
ble  and  we  are  a  symphony,”  he  said. 
“We  have  to  think  up  ways  to  aggregate 
the  symphony  so  that  we  can  play  rock, 
jazz  and  country,  and  when  necessary, 
be  the  entire  symphony.  We  have  to  bat¬ 
tle  that,  but  otherwise,  we  are  in  a 
strong  position.” 

Weiswasser  said  research  has  shown 
that  the  average  American  will  only 
watch  six  to  10  cable  channels  daily, 
even  though  there’s  access  to  over  200 
channels.  He  believes  that  is  what  is 


going  to  happen  on  the  Internet. 

“I  think  the  average  person  out  there 
is  going  to  have  five  to  10  sites  they 
look  at  on  a  daily  basis,  and  what  is  hap¬ 
pening  right  now  is  those  people  are 
starting  to  choose  where  they  get  their 
information,”  he  said.  “Microsoft  sees 
new  brands  being  built  and  they  are 
realizing  people  are  going  to  very  spe¬ 
cific  places  and  you  need  to  be  there 
for  them  when  they  do.” 

Another  significant  question  asked  by 
Caruso  was  one  about  branding  online, 
and  how  important  it  is  to  stick  with 
the  traditional  brand. 

“In  a  world  where  the  choices  are 
multitudinous,  people  wUl  gravitate  to 
the  names  they  know  online  and  the 
brands  that  provide  them  with  credibili¬ 
ty,”  Weiswasser  said.  “So  brands  don’t 
become  less  important,  they  become 
critical  in  this  environment.” 

Barksdale,  although  agreeing  with 
Weiswasser,  said  the  Internet  is  also  a 
place  to  build  new  brands.  As  an  exam¬ 
ple,  he  cited  the  new  site,  http://www. 
travelocity.com/,  hosted  by  his  company, 
as  well  as  using  Netscape  as  an  example. 

“A  year  ago,  no  one  on  this  planet  had 
heard  of  Netscape.  When  it  went  out 
onto  the  Internet,  it  became  a  known 
company  and  we  were  well-known  by 
the  time  we  went  public,  and  we  had 
never  run  an  advertisement,”  he  said. 
“That’s  the  kind  of  power  that  surprises 
everybody.” 

He  explained  he  believes  Travelocity, 
for  example,  will  become  a  well-known 
brand,  and  the  fact  it  is  owned  by  a  sub¬ 
sidiary  of  another  company  won’t  matter. 

“So,  the  Internet  offers  both  the 
opportunity  to  extend  the  brand  and 
create  new  ones,  which  is  the  more 
exciting  mariceting  because  you  can 
spin  off  unique  characteristics  than  the 
established  published  brand.” 

Sikes  said  he  believes  brands  need  to 
be  extended  quickly  because  customers 
are  hard  to  convert,  but  he  doesn’t  think 
the  Internet  will  replace  newspapers. 

“You  need  to  understand  the  medium 
very  well,  and  brands  need  to  be 
extended  quickly  before  someone 
comes  in  and  provides  a  better  service 
than  your  brand  name  attributes,”  he 
said. 

“However,  no  new  medium  has  ever 
replaced  an  existing  one;  radio  did  not 
replace  newspapers,  television  did  not 
replace  radio  and  I  don’t  think  the 
Internet  will  replace  newspapers  or  any¬ 
thing  else  out  there.” 


BY  DEBRA  GERSH 
HERNANDEZ 

Online  Copyrights 

WHILE  MANY  WOULD  agree  there 
is  a  need  for  some  copyright  pro¬ 
tection  for  online  information,  the  sides 
part  over  how  much  legislation  is  needed, 
and  when  it  needs  to  be  implemented. 

The  Assistant  Secretary  of  Commerce 
and  Commissioner  of  Patents  and 
Trademarks,  Bruce  A.  Lehman,  believes 
that  online  copyright  protection  is  nec¬ 
essary  now,  if  the  full  potential  of  online 
information  is  to  be  reached. 

Adam  M.  Eisgrau,  legislative  counsel  to 
the  American  Library  Association,  a  mem¬ 
ber  of  the  Digital  Future  Coalition,  thinks 
it  would  be  more  prudent  to  wait  until 
there  is  a  proven  need  for  such  legisla¬ 
tive  action,  and  to  be  sure  any  measure 
properly  weighs  the  property  rights  of 
owners  with  the  constitutional  rights  of 
access  to  information. 

Both  men  spoke  recently  at  the 
National  Newspaper  Association’s  annual 
Government  Affairs  Conference  in  Wash¬ 
ington,  D.C.,  addressing  the  issue  of  online 
copyright  and  the  provisions  in  bills  cur¬ 
rently  pending  in  the  House  and  Senate. 

Lehman,  touting  the  administration’s 
proposals  for  legislation,  as  spelled  out 
by  the  National  Information  Infiastructure 
Task  Force,  argued  that  basic  property 
rights  must  be  protected  by  copyright  if 
the  online  maritetplace  is  going  to  thrive. 

The  existing  copyright  law,  he  noted, 
simply  needs  some  fine-tuning  to  make  it 
apply  to  the  world  of  cyberspace. 

Lehman  said  he  was  “confident  that  by 
the  end  of  the  year,  there  wUl  be  changes 
and  we  will  have  a  modem,  fine-tuned, 
up-to<late  copyright  law.” 

Eisgrau,  however,  while  agreeing  that 
everything  in  cyberspace  should  not  be 
free,  warned  that  the  appropriate  consti¬ 
tutional  balance  must  be  struck  in  any 
legislation.  Further,  there  has  been  no  evi¬ 
dence  of  harm  to  the  maiketplace  that 
mandates  mshing  legislation  through 
Congress,  he  said,  adding  that  fair  use 
concerns  also  need  to  be  considered,  as 
should  liability  for  violations. 

“Fair  use  doesn’t  mean  you  can  rip 
people  off  or  be  a  pirate,”  Eisgrau  noted. 
“But  the  real  value  of  the  Internet  is 
not  purely  commercial.”  Nevertheless, 
Eisgrau  remarked,  “We  should  not  throw 
up  our  hands  in  developing  balanced  leg¬ 
islation  ....  Whatever  we  do,  is  should 
be  informed  and  measured.” 
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33.4%  to  $126.5  million.  But  corporate 
costs  were  cut  by  13.4%. 

In  the  newspaper  segment,  operating 
income  amounted  to  $61.2  million,  a 
decline  of  21.2%.  Revenues  improved 
6.3%  to  $570.8  million.  Excluding 
Detroit,  and  on  a  pro  forma  basis,  oper¬ 
ating  income  in  the  division  was  down 
5.7%  to  $69.2  and  revenues  rose  4.8% 
to  $528.2  million.  Knight-Ridder  pub¬ 
lishes  31  dailies. 

Newspaper  operating  expense  was 
10.9%  greater.  Excluding  newsprint,  it 
rose  4.5%,  and  excluding  both  paper 
and  Detroit,  costs  were  actually  down 
slightl)'  over  the  previous  first  quarter. 

On  that  same  basis,  the  company 
reported,  expenditures  related  to  labor 
and  employee  benefits  declined  0.5% 
and  other  operating  costs  were  2.2% 
lower. 

While  hard  hit  by  newsprint  costs 
and  the  Detroit  situation,  Knight- 
Ridder’s  underlying  business  “showed 
strength,”  Jones  said,  noting  that  adver¬ 
tising  revenue,  excluding  Detroit,  rose 
5.5%  in  the  quarter,  and  6.6%  in  the 
month  of  March  alone. 

Classified,  bolstered  by  help-wanted 
ads,  advanced  an  impressive  15.8%. 

Retail  also  made  gains,  going  from  a 
negative  comparison  in  January  to  2% 
by  March. 

General  advertising  was  off  2.9%  for 
the  quarter,  but  improved  in  the  San 
Jose,  Charlotte,  Columbia,  St.  Paul  and 
Akron  markets. 

The  San  Jose  Mercury  News’  classi¬ 
fied  figiues  improved  a  whopping 
45.8%  in  the  three  months,  and  the 
paper  enjoyed  25.8%  greater  ad  rev¬ 
enues  across  the  board. 

At  the  Miami  Herald,  however,  adver¬ 
tising  revenues  fell,  with  only  a  slight 
gain  in  classified. 

In  Detroit,  advertising  income  was 
about  75%  what  it  was  a  year  earlier, 
before  the  strike  started,  which  the 
company  found  encouraging. 

“The  consistent  return  of  Home 
Depot  and  the  intermittent  return  of 
some  car  dealers  suggest  that  we  are 
steadily  making  progress  against  union 
efforts  to  discourage  advertisers  from 
returning  to  us,”  Jones  said. 

Knight-Ridder  had  projected  the 
labor  situation  would  cost  the  company 
about  $25  million  in  1996.That  figure 
has  since  been  reestimated  at  $20  mil¬ 
lion. 

Jones  projected  newspaper  advertis¬ 
ing  revenues  to  continue  single-digit 
increases. 


LEE  ENTERPRISES 

Lee  Enterprises  Inc.’s  net  income,  in 
the  second  quarter  of  its  fiscal  year, 
skidded  2.7%  to  $10.8  million,  or  23t 
per  share.  Revenues  improved  17.7%  to 
$116.1  million.The  decline  in  profits 
was  blamed  on  newsprint  and  soft 
advertising. 

Operating  income  advanced  5.7%  to 
$20.3  million. 

Lee’s  newspapers  had  $16.1  million 
in  operating  income,  up  3.2?^,  mainly 
due  to  the  addition  of  the  Lincoln 
(Neb.)  Journal-Star.  Exclusive  of  that 
acquisition,  income  fell  0.6%.  Newsprint 
accounted  for  most  of  the  $2.6  million 
in  added  operating  expense.The  compa¬ 
ny  publishes  19  daily  papers  and  40 
weekly  and  specialty  publications. 

Revenues  in  the  newspaper  division 
were  15.4%  greater  at  $72.8  million  and 
4%  higher  at  properties  owned  the 
whole  period. 

“We  expected  the  difficult  advertising 
environment  in  the  second  quarter,”  said 
president  and  CEO  Richard  D.  Gottlieb. 
But  he  expected  retailer  confidence  to 
look  up. 

Per-share  earnings  were  diluted  by  2t 
due  to  continued  depreciation  and 
amortization  resulting  from  Journal- 
Star. 


MCCLATCHY  NEWSPAPERS 

McClatchy  Newspapers  Inc.  suffered 
a  33. 3%  decline  in  net  income,  which 
was  $4.4  million,  or  15<t  per  share. 
Revenues  were  28.6%  healthier  at 
$146.3  million. 

The  decline  in  profits  was  due  to  a 
number  of  factors,  the  company  said, 
including  newsprint  hikes;  economic 
hard  times  in  California’s  Central  Valley, 
home  to  three  of  the  company’s  latter 
properties,  including  the  flagship 
Sacramento  Bee\  and  financing  costs 
associated  with  the  $373  million  pur¬ 
chase  of  News  &  Observer  Publishing 
Co.,  publisher  of  the  News  &  Observer 
in  Raleigh,  N.C. 

Revenues  from  N&O  were  $29  9  mil¬ 
lion  in  the  quarter. 

Earnings  were  also  affected  by  $3  5 
million  in  interest  costs  incurred  on  the 
company’s  debt.  But  McClatchy  reaped 
investment  income  from  excess  cash 


and  other  assets  and  benefited  from  bet¬ 
ter  performance  at  the  Ponderay 
newsprint  mill,  in  which  the  company 
has  a  stake. 

Operating  income  was  3  8%  lower  at 
$10  million.  Operating  expenses 
amounted  to  $136.2  million,  317% 
higher  than  a  year  earlier.  Newsprint 
and  supplements  ballooned  64.2%  to 
$31.2  million,  while  compensation 
expenditures  advanced  22.4%  to  $63.4 
million.  Notwithstanding  N&O  results, 
expenses  rose  only  4.6%.  Exclusive  of 
N&O  and  newsprint,  costs  were  1.1% 
lower. 

Advertising  income  totaled  $111.8 
million,  up  28.4%,  and  circulation 
brought  in  $27  million,  a  24.4% 
improvement.  Excluding  Raleigh,  ad  rev¬ 
enues  gained  2.1%  and  circulation  2%. 

“We  do  not  view  the  first  quarter  of 
1996  as  a  barometer  for  the  year,”  chair¬ 
man  and  CEO  Erwin  Potts  said,  noting 
that  while  economic  conditions  in 
California  would  continue,  newsprint 
was  softening. 

MEDIA  GENERAL 

Media  General  Inc.’s  first-quarter  net 
income  improved  18.8%  to  $15  million, 
or  57 1  per  share,  while  revenues  went 
up  11.9%  to  $184.8  million.The  compa¬ 
ny,  which  reported  limited  data,  said  it 
benefited  from  the  strong  performance 
of  Virginia  Newspapers,  which  was 
acquired  last  October,  and  its  newsprint 
and  cable  investments. 


I  NEWYORKTIMES 

i  Net  income  at  New  York  Times  Co. 

I  gained  a  healthy  19.6%,  amounting  to 
i  $32.7  million,  or  33*  per  share,  due 
I  mainly  to  improved  newspaper  results 
j  and  better  earnings  at  its  newsprint 
j  mills.  Revenues  totaled  $622.5  million,  a 
I  9%  gain. 

Operating  profit  was  5.2%  greater  at 
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$60.6  million  The  higher  earnings  were 
offset,  however,  by  restructuring  costs 
and  lower  income  from  Times  maga¬ 
zines. 

The  newspaper  segment,  which 
includes  the  New  York  Times  and 
Boston  Globe  and  accounts  for  90%  of 
revenues,  had  operating  earnings  of 
$61.1  million  in  the  period,  a  20% 
improvement,  and  revenues  shot  up 
9.2%  to  $560.3  million.  Newsprint  costs 
were  45%  higher,  but  advertising  and 
circulation  income  also  grew,  as  rate 
increases  offset  smaller  volume. 

Newspaper  ad  revenues  were  up  7% 
to  $381.8  million  and  circulation  gained 
14.4%  at  $139.2  million.  Revenues  in 
the  group  totaled  $560.3  million,  a  9.2% 
jump.The  Times  and  Globe  saw  increas¬ 
es  in  overall  income  and  advertising  and 
circulation  revenues,  and  circulation 
income  was  greatly  improved,  according 
to  the  company.  The  21  Times  regional 
newspapers,  meantime,  had  weak  gains 
overall  and  in  circulation  revenue,  while 
ad  revenues  skidded  1 .6%. 

PULITZER  PUBLISHING 

Pulitzer  Publishing  Co.’s  net  income 
improved  15.7%  to  $10.2  million,  or 
62<t  per  share,  on  6.6%  greater  revenues 
of  $115.7  million. 

Operating  earnings  advanced  12.1% 
to  $18.5  million,  and  expenses  totaled 
$97.2  million,  a  5.7%  gain.  Cash  flow 
rose  8.9%  to  $25.2  million. 

Chairman  and  CEO  Michael  E. 
Pulitzer  said  the  earnings  improve¬ 
ment  was  driven  by  higher  ad  rev¬ 
enues,  especially  in  the  broadcast 
division. 

In  the  publishing  segment,  operating 
income  went  down  22.6%  to  $4.8  mil¬ 
lion  and  revenues  amounted  to  $66.2 
million,  up  3  8%.  Advertising  income 
crept  up  1%  to  $19  million,  while  circu- 


PVUTZER  PUBLISHING 


+3.8%' 


lation  advanced  an  equal  percentage  to 
bring  in  $7.2  million.  Publishing  cash 
flow  declined  17.4%  to  $5.9  million, 
largely  due  to  26.1%  greater  newsprint 
costs.  Total  publishing  expenditures 
were  up  15%  to  $32.9  million. 

Pulitzer’s  newspapers  include  the  St. 
Louis  Post-Dispatch  and  Tucson 
Arizona  Daily  Star. 

TIMES  MIRROR 

Times  Mirror  Co.  witnessed  an 
incredible  85.2%  improvement  in 
income  from  continuing  operations, 
amounting  to  $26  million,  or  I4<t  per 
share.  Revenues  were  4.3%  greater  at 
$806.8  million.  Net  income  was  dispro¬ 
portionately  higher  in  the  previous  first 
quarter,  at  $1.63  billion,  due  to  the  sale 
of  the  company’s  cable  television  opera¬ 
tions  and  other  special  items. 

“While  revenue  growth  was  modest, 
greater-than-expected  cost  savings  from 
our  1S>95  restructuring  and  other  cost- 
reduction  programs  led  to  a  significant 
increase  in  earnings  per  share  on  con¬ 
tinuing  operations,”  chairman,  president 
and  CEO  Mark  H.Willes  said. 

Improved  financial  results  at  the  Los 
Angeles  Times  and  Long  Island 
Newsday  helped  push  operating  profits 
in  the  newspaper  division  to  $51  mil¬ 
lion,  a  32.2%  increase,  excluding  $3.2 
million  in  special  charges  in  the  first 


TIMES  MIRROR 


quarter  1S)95  due  to  a  voluntary  separa¬ 
tion  program  at  the  Baltimore  Sun. 
Revenues  in  the  recent  quarter  inched 
up  3  9%  to  $494.9  million. 

The  newspaper  results  reflected  mod¬ 
est  gains  in  ad  revenues  and  cost-cutting 
in  the  group,  according  to  the  company. 
Ad  income  advanced  3.6%  to  $369  9 
million  and  operating  costs  declined  by 
4%  —  this,  even  though  newsprint 
expenditures  were  28.1%  greater. 

TRIBUNE 

Income  from  continuing  operations 
at  Tribune  Co.  declined  7%  to  $50.4  mil¬ 
lion,  or  74<t  per  share,  excluding  a  $9. 1 
million  after-tax  gain  in  1995  on  the 
sale  of  America  Online  stock.  Revenues 
were  3%  stronger  at  $537.1  million, 
thanks  to  better  advertising  results  and 
the  inclusion  of  new  acquisitions. 

Net  income  was  disproportionately 


higher  in  the  term  at  $139.7  million,  or 
$2  per  share  fully  diluted,  a  106%  jump 
from  the  previous  first  quarter  due  to  a 
$89.3  million  post-tax  profit  from  the 
sale  of  interest  in  Canadian  newsprint 
producer  QUNO.  Income  from  discon¬ 
tinued  operations  in  the  quarter  totaled 
$4.7  million.  Operating  earnings 
declined  5%  to  $87  million. 

Publishing  operating  profits,  which 
take  into  account  Chicago  Tribune 
results,  amounted  to  $63.2,  an  1 1%  slip. 
Revenue  totaled  $327.3  million,  up  1%. 
Excluding  Times  Advocate  Co.,  which 
was  sold  in  July  of  last  year,  publishing 
profits  were  off  12%. 

The  decline  in  earnings  was  attrib¬ 
uted  mainly  to  newsprint  prices,  which 
skyrocketed  more  than  30%.  Newsprint 
and  ink  costs  were  22%  higher,  while 

(See  Financial  on  page  35) 
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33-4%  to  $126.5  million.  But  corporate 
costs  were  cut  by  13-4%. 

In  the  newspaper  segment,  operating 
income  amounted  to  $61.2  million,  a 
decline  of  21.2%.  Revenues  improved 
6.3%  to  $570.8  million.  Excluding 
Detroit,  and  on  a  pro  forma  basis,  oper¬ 
ating  income  in  the  division  was  down 
5.7%  to  $69.2  and  revenues  rose  4.8% 
to  $528.2  million.  Knight-Ridder  pub¬ 
lishes  31  dailies. 

Newspaper  operating  expense  was 
10.9%  greater.  Excluding  newsprint,  it 
rose  4.5%,  and  excluding  both  paper 
and  Detroit,  costs  were  actually  down 
slight!)'  over  the  previous  first  quarter. 

On  that  same  basis,  the  company 
reported,  expenditures  related  to  labor 
and  employee  benefits  declined  0.5% 
and  other  operating  costs  were  2.2% 
lower. 

While  hard  hit  b)'  newsprint  costs 
and  the  Detroit  situation,  Knight- 
Ridder  s  underlying  business  “showed 
strength, “Jones  said,  noting  that  adver¬ 
tising  revenue,  excluding  Detroit,  rose 
5.5%  in  the  quarter,  and  6.6%  in  the 
month  of  March  alone. 

Classified,  bolstered  by  help-wanted 
ads,  advanced  an  impressive  15.8%. 

Retail  also  made  gains,  going  from  a 
negative  comparison  in  Januar)'  to  2% 
by  March. 

General  advertising  was  off  2.9*%  for 
the  quarter,  but  improved  in  the  San 
Jose,  Charlotte,  Columbia,  St.  Paul  and 
Akron  maiiiets. 

The  San  Jose  Mercury’  News'  classi¬ 
fied  figures  improved  a  whopping 
45.8%  in  the  three  months,  and  the 
paper  enjoyed  25.8%  greater  ad  rev¬ 
enues  across  the  board. 

At  the  Miami  Herald,  however,  adver¬ 
tising  revenues  fell,  with  only  a  slight 
gain  in  classified. 

In  Detroit,  advertising  income  was 
about  75%  what  it  was  a  year  earlier, 
before  the  strike  started,  which  the 
company  found  encouraging. 

“The  consistent  return  of  Home 
Depot  and  the  intermittent  return  of 
some  car  dealers  suggest  that  we  are 
steadil)’  making  progress  against  union 
efforts  to  discourage  advertisers  from 
returning  to  us,”  Jones  said. 

Knight-Ridder  had  projected  the 
labor  situation  would  cost  the  company 
about  $25  million  in  1996.That  figure 
has  since  been  reestimated  at  $20  mil¬ 
lion. 

Jones  projected  newspaper  advertis¬ 
ing  revenues  to  continue  single-digit 
increases. 


LEE  ENTERPRISES 

Lee  Enterprises  Inc.’s  net  income,  in 
the  second  quarter  of  its  fiscal  year, 
skidded  2.7%  to  $10.8  million,  or  23<t 
per  share  Revenues  improved  17.7%  to 
$116.1  million.The  decline  in  profits 
was  blamed  on  newsprint  and  soft 
advertising. 

Operating  income  advanced  5.7%  to 
$20.3  million. 

Lee’s  newspapers  had  $16.1  million 
in  operating  income,  up  3.2%,  mainly 
due  to  the  addition  of  the  Lincoln 
(Neb.)  Journal-Star.  Exclusive  of  that 
acquisition,  income  fell  0.6%.  Newsprint 
accounted  for  most  of  the  $2.6  million 
in  added  operating  expense. The  compa¬ 
ny  publishes  19  daily  papers  and  40 
weekly  and  specialty  publications. 

Revenues  in  the  newspaper  division 
were  15.4%  greater  at  $72.8  million  and 
4%  higher  at  properties  owned  the 
whole  period. 

“We  expected  the  difficult  advertising 
environment  in  the  second  quarter,”  said 
president  and  CEO  Richard  D.  Gottlieb. 
But  he  expected  retailer  confidence  to 
look  up. 

Per-share  earnings  were  diluted  by  21 
due  to  continued  depreciation  and 
amortization  resulting  from  Journal- 
Star. 


MCCLATCHY  NEWSPAPERS 

McClatchy  Newspapers  Inc.  suffered 
a  33-3%  decline  in  net  income,  which 
was  $4.4  million,  or  151  per  share. 
Revenues  were  28.6%  healthier  at 
$146.3  million. 

The  decline  in  profits  was  due  to  a 
number  of  factors,  the  company  said, 
including  newsprint  hikes;  economic 
hard  times  in  California’s  Central  Valley, 
home  to  three  of  the  company’s  larger 
properties,  including  the  flagship 
Sacramento  Bee;  and  financing  costs 
associated  with  the  $373  million  pur¬ 
chase  of  News  &  Observer  Publishing 
Co.,  publisher  of  the  News  &  Observer 
in  Raleigh,  N.C. 

Revenues  from  N&O  were  $29  9  mil¬ 
lion  in  the  quarter. 

Earnings  were  also  affected  by  $3.5 
million  in  interest  costs  incurred  on  the 
company’s  debt.  But  McClatchy  reaped 
investment  income  from  excess  cash 


and  other  assets  and  benefited  from  bet¬ 
ter  performance  at  the  Ponderay 
newsprint  mill,  in  which  the  company 
has  a  stake. 

Operating  income  was  3.8%  lower  at 
$10  million.  Operating  expenses 
amounted  to  $136.2  million.  3 17% 
higher  than  a  year  earlier.  Newsprint 
and  supplements  ballooned  64.2%  to 
$31.2  million,  while  compensation 
expenditures  advanced  22.4%  to  $63.4 
million.  Notwithstanding  N&O  results, 
expenses  rose  only  4.6%.  Exclusive  of 
N&O  and  newsprint,  costs  were  1.1% 
lower. 

Advertising  income  totaled  $111.8 
million,  up  28.4%,  and  circulation 
brought  in  $27  million,  a  24.4% 
improvement.  Excluding  Raleigh,  ad  rev¬ 
enues  gained  2.1%  and  circulation  2%. 

“We  do  not  view  the  first  quarter  of 
1996  as  a  barometer  for  the  year,”  chair¬ 
man  and  CEO  Erwin  Potts  said,  noting 
that  while  economic  conditions  in 
California  would  continue,  newsprint 
was  softening. 

MEDIA  GENERAL 

Media  General  Inc.’s  first-quarter  net 
income  improved  18.8%  to  $15  million, 
or  571  per  share,  while  revenues  went 
up  11.9%  to  $184.8  million.The  compa¬ 
ny,  which  reported  limited  data,  said  it 
benefited  from  the  strong  performance 
of  Virginia  Newspapers,  which  was 
acquired  last  October,  and  its  newsprint 
and  cable  investments. 


J 


NEW  YORK  TIMES 

Net  income  at  New  York  Times  Co. 
gained  a  healthy  19.6%,  amounting  to 
$32.7  million,  or  33i  per  share,  due 
mainly  to  improved  newspaper  results 
and  better  earnings  at  its  newsprint 
mills.  Revenues  totaled  $622.5  million,  a 
9%  gain. 

Operating  profit  was  5.2%  greater  at 
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lation  advanced  an  equal  percentage  to 
bring  in  $7.2  million.  Publishing  cash 
flow  declined  17.4%  to  $5.9  million, 
largely  due  to  26.1%  greater  newsprint 
costs.Total  publishing  expenditures 
were  up  15%  to  $32.9  million. 

Fhilitzer's  newspapers  include  the  St. 
Louis  Post-Dispatch  and  Tucson 
Arizona  Daily  Star. 


TIMES  MIRROR 

Times  Mirror  Co.  witnessed  an 
incredible  85.2%  improvement  in 
income  from  continuing  operations, 
amounting  to  $26  million,  or  l4c  per 
share.  Revenues  were  4.3%  greater  at 
$806.8  million.  Net  income  was  dispro¬ 
portionately  higher  in  the  previous  first 
quarter,  at  $1.63  billion,  due  to  the  sale 
of  the  company’s  cable  television  opera¬ 
tions  and  other  special  items. 

“While  revenue  growth  was  modest, 
greater-than-expected  cost  savings  from 
our  1995  restructuring  and  other  cost- 
reduction  programs  led  to  a  significant 
increase  in  earnings  per  share  on  con¬ 
tinuing  operations,”  chairman,  president 
and  CEO  Mark  H.Willes  said. 

Improved  financial  results  at  the  Los 
Angeles  Times  and  Long  Island 
Neu'sday  helped  push  operating  profits 
in  the  newspaper  division  to  $51  mil¬ 
lion,  a  32.2%  increase,  excluding  $3.2 
million  in  special  charges  in  the  first 


$60.6  million. The  higher  earnings  were 
offset,  however,  by  restructuring  costs 
and  lower  income  from  Times  maga¬ 
zines. 

The  newspaper  segment,  which 
includes  the  Neu'  York  Times  and 
Boston  Globe  and  accounts  for  90%  of 
revenues,  had  operating  earnings  of 
$61.1  million  in  the  period,  a  20% 
improvement,  and  revenues  shot  up 
9.2%  to  $560.3  million.  Newsprint  costs 
were  45%  higher,  but  advertising  and 
circulation  income  also  grew,  as  rate 
increases  offset  smaller  volume. 

Newspaper  ad  revenues  were  up  7% 
to  $381.8  million  and  circulation  gained 
14.4%  at  $139.2  million.  Revenues  in 
the  group  totaled  $560.3  million,  a  9.2% 
jump.The  Times  and  Globe  saw  increas¬ 
es  in  overall  income  and  advertising  and 
circulation  revenues,  and  circulation 
income  was  greatly  improved,  according 
to  the  company.  The  21  Times  regional 
newspapers,  meantime,  had  weak  gains 
overall  and  in  circulation  revenue,  while 
ad  revenues  skidded  1 .6%. 


higher  in  the  term  at  $  1 39.7  million,  or 
$2  per  share  fully  diluted,  a  106%  jump 
from  the  previous  first  quarter  due  to  a 
$89  3  million  post-tax  profit  from  the 
sale  of  interest  in  Canadian  newsprint 
producer  QUNO.  Income  from  discon¬ 
tinued  operations  in  the  quarter  totaled 
$4.7  million.  Operating  earnings 
declined  5%  to  $87  million. 

Publishing  operating  profits,  which 
take  into  account  Chicago  Tribune 
results,  amounted  to  $63.2,  an  1 1%  slip. 
Revenue  totaled  $327.3  million,  up  1%. 
Excluding  Times  Advocate  Co.,  which 
was  sold  in  July  of  last  year,  publishing 
profits  were  off  12%. 

The  decline  in  earnings  was  attrib¬ 
uted  mainly  to  newsprint  prices,  which 
skyrocketed  more  than  30%.  Newsprint 
and  ink  costs  were  22%  higher,  while 

(See  Financial  on  page  35) 
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PULITZER  PUBLISHING 

Pulitzer  Publishing  Co.’s  net  income 
improved  15.7%  to  $10.2  million,  or 
62  <t  per  share,  on  6.6%  greater  revenues 
of  $1 15.7  million. 

Operating  earnings  advanced  12.1% 
to  $18.5  million,  and  expenses  totaled 
$97.2  million,  a  5.7%  gain.  Cash  flow 
rose  8.9%)  to  $25.2  million. 

Chairman  and  CEO  Michael  E. 
Pulitzer  said  the  earnings  improve¬ 
ment  was  driven  by  higher  ad  rev¬ 
enues,  especially  in  the  broadcast 
division. 

In  the  publishing  segment,  operating 
income  went  down  22.6%  to  $4.8  mil¬ 
lion  and  revenues  amounted  to  $66.2 
million,  up  3  8%.  Advertising  income 
crept  up  1%  to  $19  million,  while  circu- 


quarter  1995  due  to  a  voluntary  separa¬ 
tion  program  at  the  Baltimore  Sun. 
Revenues  in  the  recent  quarter  inched 
up  3.S>'%  to  $494.9  million. 

The  newspaper  results  reflected  mod¬ 
est  gains  in  ad  revenues  and  cost-cutting 
in  the  group,  according  to  the  company. 
Ad  income  advanced  3.6%  to  $369.9 
million  and  operating  costs  declined  by 
4%  —  this,  even  though  newsprint 
expenditures  were  28.1%  greater. 


Next  Application  deadline. 
June  15, 1996 


TRIBUNE 

Income  from  continuing  operations 
at  Tribune  Co.  declined  7%  to  $50.4  mil¬ 
lion,  or  74<t  per  share,  excluding  a  $9.1 
million  after-tax  gain  in  1995  on  the 
sale  of  America  Online  stock.  Revenues 
were  3%  stronger  at  $537.1  million, 
thanks  to  better  advertising  results  and 
the  inclusion  of  new  acquisitions. 

Net  income  was  disproportionately 
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BY  DAVID  ASTOR 

Metro  Columnist 
And  National  Prez 


SHEILA  STROUP  WAS  elected  president  of 
the  National  Society  of  Newspaper 
Columnists  in  1994  —  just  four  years  after 
becoming  a  columnist. 

In  contrast,  she  had  been  out  of  college 
for  25  years  before  being  hired  as  a  columnist  in 
1990. 

But  the  New  Orleans  Times-Picayune  writer 
didn’t  spend  most  of  that 
quarter<entury  trying  to 
become  a  columnist.  Instead, 
Stroup  taught  high  school 
English,  spent  time  at  home 
with  her  kids,  worked  as  an 
educational  consultant  for  a 
computer  company,  did  free¬ 
lance  articles,  and  more.  She 
even  gave  fiction  a  try. 

It  was  while  writing  fic¬ 
tion  in  the  1980s  that  Stroup 
began  contributing  to  the 
Times-Picayune,  where  she  finally  discovered  that 
being  a  columnist  was  the  profession  for  her. 

As  Stroup  wrote  in  a  1993  column,  “I’ve  found 
out  that  the  people  I  listen  to  have  better  stories  to 
tell  than  anything  I  could  dream  up  . . . .” 

Indeed,  she  said  her  favorite  columns  are  those 
that  focus  on  the  not-always-ordinary  experiences 
of  ordinary  people. 

For  instance,  Stroup  did  several  pieces  about  a 
childless  w  oman  who  became  the  mother  to  her 
sister’s  eight  kids  after  the  sister  died.  She  also 
wrote  about  what  happened  when  a  Chicago  man 
found  his  homeless  brother  in  New  Orleans  years 
after  the  brother  had  disappeared.  And  Stroup  did 
a  column  about  a  teenager  with  a  medical  problem 
that  went  undiagnosed  by  15  doctors  before  some¬ 
one  finally  thought  of  sending  her  to  a  gynecolo¬ 
gist. 


“I  like  to  write  columns  that 
help  somebody,”  said  Stroup,  who 
noted  that  the  piece  led  to  others 
with  the  same  problem  getting 
diagnosed. 

Stroup  also  covers  various 
other  topics  in  her  hard-to-catego- 
rize  metro  feature. 

“1  do  a  lot  of  different  things,” 
she  said.  “One  day  I  can  be  seri¬ 
ous  and  another  day  goofy.  It 
seems  my  readers  like  not  know¬ 
ing  exactly  what  to  expect.” 

The  award-winning  columnist 
writes  about  herself,  her  family 
and  her  many  pets  if  she  feels  the 
situation  has  enough  universal 
interest.  Stroup  also  tackles  impor¬ 
tant  social  issues  through  the  lens 
of  a  specific  person’s  experience  —  such  as  the 
racism  a  black  Times-Picayune  columnist  faced 
from  some  readers  and  the  accidental  murder  that 
occurred  after  a  friend’s  son  got  involved  with 
drugs. 

Stroup  did  a  column  in  which  she  reprinted  the 
son’s  jail-house  letter  warning  others  not  to  make 
the  mistakes  he  did.  More  than  200  people  asked 
for  copies  of  the  man’s  anti-drug  plea,  and  Stroup 
spent  hours  addressing  envelopes  and  writing 
notes  to  these  readers. 

The  thrice-weekly  columnist  is  based  in  the 
Times-Picayune’ s  Covington,  La.,  bureau,  but 
spends  many  hours  out  of  the  office  doing  inter¬ 
views. 

“I  like  to  talk  to  people  face  to  face,”  she  said. 
“They’re  more  apt  to  trust  you  when  they  can  look 
at  you.  They  open  up  more.  And  I  like  to  look  at 
people  to  see  the  whole  package.” 

The  columnist  also  meets  the  public  by  giving 


SbeiUi  Stroup 
talks  about 
ivrithig  for  the 
Netr  Chileans 
Times-Picayune 
and  beading 
the  NSNC 


"It  seems  my  readers  like 
not  knowing  exactly  what 
to  expect." 

—  Sheila  Stroup 


A  Former  President  Talks  About  A  Current  One 


SHEILA  STROUP’S  PREDECESSOR  as  National  Society  of 
Newspaper  Columnists  (NSNQ  president  admires  Ae 
clear,  uncomplicated  nature  of  her  prose. 

“She  has  a  nice  touch,”  observed  Bill  Tammeus,  who  is 
with  the  Kansas  City  Star  and  New  York  Times  News 
Service.  “Sheila  writes  so  that  she’s  not  misunderstood. 
That’s  hard  to  pull  off.” 

He  added,  “The  thing  I  really  like  about  her  is  that  she 


takes  her  craft  and  her  profession  seriously'  but  doesn’t 
take  herself  seriously.  There’s  a  nice  balance  to  Sheila.” 

Tammeus  said  he’s  happy  with  the  job  Stroup  has  done 
as  head  of  NSNC  —  and  joked  that  he’s  also  happy  that  the 
organization’s  last  two  presidents  were  bom  in  the  same 
state. 

“The  presidency  of  this  outfit  is  best  kept  by  people 
from  Illinois,”  he  deadpaimed. 


32  Editor  &  PuBUSHER  ■  May  11, 1996 


SYNDICATES/NEWS  SERVICES 


frequent  speeches  in  schools  and  else¬ 
where. 

Stroup  loves  the  New  Orleans  area, 
citing  the  diversity  and  warmth  of  its 
residents  —  and  its  food. 

“We’re  totally  obsessed  with  food,” 
observed  Stroup,  who  periodically  writes 
about  the  topic.  “People  will  be  eating 
diimer  and  talking  about  what  they’re 
going  to  have  for  lunch  the  next  day!” 

Stroup  will  be  leaving  this  culinary 
paradise  in  July  to  travel  to  Salt  Lake 
City,  where  she  will  preside  over  her 
second  National  Society  of  Newspaper 
Columnists  convention. 

“I  love  the  group,”  said  Stroup,  who 
mentioned  the  “really  great  friendships” 
she  has  made  and  the  way  the  organiza¬ 
tion  has  both  a  fun  and  serious  purpose. 

Stroup  noted  that  she  and  other 
NSNCers  have  tried  to  continue  the 


From  a  1992  column  about  a  prin¬ 
cipal  returning  to  the  children  at 
his  elementary  school  after  attend¬ 
ing  the  funeral  of  a  student  killed 
by  a  stray  bullet:  As  he  made  his 
way  through  the  crowded  room, 
their  small  arms  reached  out,  hug¬ 
ging  life  and  hope  back  into  him. 

From  a  1993  column  about 
Stroup’s  son  getting  married:  K'wed- 
ding,  it  seems  to  me,  is  a  promise  you 
make  to  the  future. 

From  a  1994  column  about  a 
famous  writer:  1  always  thought 
Walker  Percy  had  just  the  right 
amount  of  fame.  People  from  all  over 
the  world  read  his  books  and  loved 
them  ....  But  in  Covington  nobody 


work  of  the  previous  president.  Bill 
Tammeus  of  the  Kansas  City  Star  and 
New  York  Times  News  Service,  in  vari¬ 
ous  ways.  One  of  them  is  the  ongoing 
effort  to  inciease  the  size  and  diversity 
of  the  organization,  which  now  has 
about  340  members  —  including  many 
women  and  a  growing  number  of  non¬ 
whites. 

She  also  turned  the  NSNC  newsletter 
over  to  Fort  Worth  Star-Telegram  colum¬ 
nist  Dave  Lieber,  who  has  radically 
improved  the  publication. 

Stroup,  who  was  vice  president  of  the 
NSNC  from  1992  to  1994  before  being 
elected  to  her  two-year  term  as  presi¬ 
dent,  joined  the  organization  soon  after 
becoming  a  full-time  columnist  in  1990. 

Besides  writing  and  fulfilling  her 
NSNC  duties,  Stroup  enjoys  reading  fic¬ 
tion  (Eudora  Welty  and  Ethan  Canin  are 


naa  to  say,  out  me  tact  mat  a  DiacK 
woman  was  allowed  to  voice  her 
opinions  at  all. 

From  a  1995  column  about  an 
unusual  animal  romance:  K  young 
Canada  goose  has  fallen  in  love  with 
Coach,  my  sweet-tempered  donkey, 
and  her  gander  is  not  pleased. 

From  a  1995  column  about  shoes: 
High  heels  are  in  this  year,  but  not  in 
my  closet .... 

From  a  1996  column  about  a  letter 
written  by  the  son  of  a  friend  of 
Stroup’s  who  was  jailed  for  shoot¬ 
ing  a  woman  during  a  botched 
drug  deal:  1  share  it  in  hopes  it  will 
help  somebody,  maybe  even  save 
somebody.  I  know  that’s  a  lot  to  ask 
of  a  letter,  but  it  can’t  hurt  to  try  ... . 


among  her  favorite  authors)  and  bicy¬ 
cling  (including  a  yearly  ISO-mile  trip  to 
Mississippi  and  back  to  raise  money  to 
fight  multiple  sclerosis).  She  even  went 
sky  diving  once. 

Stroup  also  spends  time  with  her  hus¬ 
band  Merwin,  an  airline  pUot;  son 
Keegan,  26;  and  daughters  Shaimon,  26, 
and  Claire,  18. 

Other  members  of  the  family  include 
two  dogs,  three  cats,  two  donkeys  and 
various  chickens,  ducks  and  geese. 

Stroup,  whose  house  lies  on  a  1  ‘/2-acre 
plot  with  a  pond,  was  bom  and  raised 
in  Illinois.  She  went  on  to  earn  a  B.A.  in 
English  from  the  University  of  Illinois, 
live  in  Maryland  for  three  years,  and 
then  move  to  New  Orleans  in  1969.  She 
earned  an  M.A.  with  a  creative  writing 
thesis  from  Southeastern  Louisiana 
University  in  1982. 

Whatever  part  of  the  country  she’s 
lived  in  or  visited,  Stroup  enjoys  picking 
up  local  papers  to  read  their  colum¬ 
nists. 

She  said,  “You  get  the  flavor  of  the 
place  through  the  columns.” 
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A  Sheila  Stroup  Sampler 


rom  a  1991  column  about 
Stroup  helping  a  man  learn  to 
read:  It’s  not  like  teaching  a  child. 
Adults  are  in  a  hurry  to  leam.They 
have  to  fit  reading  into  already  busy 
lives.They  don’t  have  the  time  to  sit 
down  and  savor  the  stories  the  way 
kids  do. 

From  a  1991  column  about  the 
death  of  Stroup’s  dog:  Now  I  am 
awakened  by  the  absence  of  noise.  I 
listen  for  his  breathing  and  the  tiny 
I  twitches  of  his  legs  as  he  dreams,  but 
I  the  room  is  quiet. 


took  much  notice  of  him. 

From  a  1994  column  about 
Stroup’s  late  mother-in-law: Thete 
had  always  been  a  kind  of  tension 
between  us,  something  unspoken 
hanging  in  the  air  —  a  shared  knowl¬ 
edge  that  we  loved  the  same  man. 

From  a  1995  column  about  the 
experiences  of  a  black  Times- 
Picayune  columnist:  I  didn’t  know 
there’d  be  people  who  would  look  at 
her  picture  and  protest,  not  what  she 
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Universal  to  offer 
a  technology  mag 

UNIVERSAL  PRESS  SYNDICATE  has 
announced  the  October  1996  debut 
of  a  monthly  newspaper  magazine  that 
will  offi^r  readers  information  about  inte¬ 
grating  technology  into  their  lives. 

Connect-Time  will  be  a  16-page  tabloid 
with  a  guaranteed  initial  circulation  of  6 
million.  It  will  carry  ads  from  companies 
that  do  not  generally  buy  space  in  news¬ 
papers,  according  to  Universal. 

The  syndicated  magazine’s  editor  in 
chief  is  Universal  vice  president  of  editori¬ 
al  special  services  Harriet  Choice,  and  its 
publisher  is  former  South  Bend  Ond.) 
Tribune  editor  and  publisher  Jack 
McGann. 

Choice  said,  “The  goal  of  Connect-Time 
is  to  put  a  human  face  on  technology.  Our 
role  is  to  take  the  mystery  out  of  comput¬ 
ers  and  show  people  how  they  can 
enhance  their  lives  by  traveling  on  the 
information  superiiighway.” 

There  will  also  be  a  Connect-Time  site 
on  the  Web. 

Tribune  launches 
business  column 

JAMES  CHAMPY  IS  doing  a  weekly 
Tribune  Media  Services  column  that 
t«x:uses  on  the  rapid!)'  clianging  corporate 
landscape. 

Champy  co-authored  the  best-selling 
Reengineering  the  Corporation.  Tlie 
sequel,  Rengineering  Management,  has 
also  done  well. 

In  addition,  Champy  has  experience  as 
chairman,  CEO  and  co-founder  of  CSC 
Index,  a  laige  management  consulting 
firm. 

The  Massachusetts  native  earned  bache¬ 
lor’s  and  master’s  degrees  in  civil  engi¬ 
neering  from  MTT  (where  he  has  also  lec¬ 
tured)  and  a  J.D.  from  Boston  College  Law 
School. 

AAEC  convention 
is  coming  in  June 

The  association  of  American 
Editorial  Cartoonists  will  meet  June 
5-8  in  the  Pointe  Hilton  at  Tapatio  Cliffs, 
Phoenix. 

Sessions  will  cover  online  cartooning, 
stereotyping,  and  various  other  subjects. 
The  convention  host  is  Steve  Benson  of 
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the  Arizona  Republic  and  United  Feature 
Syndicate,  and  the  current  AAEC  president 
is  Larry  Wright  of  the  Detroit  News. 

Book  features  top 
Landers  columns 

Ann  landers  has  compiled  a  collec¬ 
tion  of  her  best  columns  of  the  past 
40  years  for  Villard,  a  division  of  Random 
House.  It’s  called  Wake  Up  and  Smell  the 
Coffee. 

Landers  is  with  the  Chicago  Tribune 
and  Creators  Syndicate. 

Handelsman  wins 
a  Kennedy  award 

Editorial  cartoonist  walt 

Handelsman  of  the  New  Orleans 
Times-Picayune  and  Tribune  Media 
Services  has  won  a  Robert  E  Kennedy 
Journalism  Award. 

Humorist  launches 
‘In  a  Nutshell’  site 

ttTN  A  NUTSHEU”  now  has  a  Web  site 
A(http:/Avww.interealm.com/p/nutshelD. 
The  award-winning 
weekly  humor  column 
has  been  self-syndi¬ 
cated  for  13  years  by 
former  Staten  Island 
(N  Y)  Register  news 
editor  Barbara  Naness. 

The  Staten  Island 
resident  can  be  reach 
at  7186986979. 


Barbara  Naness 


Huge  book  about 
comics  published 

An  ENCYCLOPEDIA  OF  comics  has 
been  published  by  Gramercy  Books, 
an  imprint  of  Random  House. 

The  Maurice  Horn-edited  100  Years  of 
American  Neu’spaper  Comics  discusses 
virtually  ever)’  major  comic  in  alphabetical 
order.  Included  are  essays,  dates  of  publi¬ 
cation,  and  more. 

The  413-page,  large-format  hardcover 
also  features  hundreds  of  black-and-white 
illustrations  and  a  (>4-page  color  section 
devoted  to  Sunday  strips. 

Horn  is  the  author  of  numerous  other 
books,  including  A  History  of  the  Comic 
Strip,  75  Years  of  the  Comics,  The  World 
Encyclopedia  of  Comics,  Women  in  the 
Comics  and  S&c  in  the  Comics,  among 
others. 

Tribune  is  offering 
feature  about  golf 

A  WEEKLY  INSTRUCTIONAL  graphic 
feature  called  “David  Leadbetter  on 
Golf’  is  being  offered  by  Tribune  Media 
Services. 

Leadbetter,  who  rebuilt  the  swings  of 
pros  Nick  Faldo  and  Nick  Price,  began  his 
career  on  the  European  and  South  African 
Professional  Golf  Tour. 

The  native  of  England  then  shifted  his 
focus  to  instruction  before  opening  the 
David  Leadbetter  Golf  Academies  (head¬ 
quartered  in  Orlando)  throughout  the 
world. 

He’s  the  author  of  The  Golf  Swing  book, 
the  producer  of  several  instructional 
videos,  and  a  contributing  editor  to  Golf 
Digest  and  Golf  Digest  fapan  magazines. 
Leadbetter  also  does  a  series  for  Asahi 
Television. 

United’s  Web  site 
is  gaining  viewers 

UNITED  MEDIA’S  WEB  site  was  among 
the  sites  with  the  fastest-growing 
audience  from  January  to  February,  accord¬ 
ing  to  an  April  29  PC-Meter  report. 

The  13-month-old  site  (http;//www. 
unitedmedia.com)  features  Scott  Adams’ 
popular  “Dilbert”  comic  strip,  among 
other  things. 

In  other  Adams  news,  the  cartoonist’s 
Dilbert  Principle  book  fiom  HarpeiBusiness 
has  hit  the  nonfiction  best-seller  lists. 


34  EditOT  &  PubuSHER  ■  May  11, 1996 


Financial 

Continued  from  page  31 

paper  consumption  went  down  9%. 
Other  expenses  were  up  2%.  Revenues 
in  the  division  crept  up  1%  to  $327.3 
million  and  rose  an  equal  percentage 
among  the  dailies,  which  brought  in 
$310  million. 

Tribune  repurchased  1 .5  million 
shares  of  its  stock  in  the  quarter. 

WASHINGTON  POST 

Washington  Post  Co.  reported  net 
income  of  $36.9  million,  or  $3.34  per 
share,  a  15.9%  decrease,  on  4%  healthier 
revenues  of  $416.6  million. 

First  quarter  1995  included  $8.4  mil¬ 
lion  on  the  sale  of  the  company’s 
investment  in  American  PCS. 

Excluding  the  effect  of  that  transaction, 
net  income  last  quarter  was  4%  greater. 

Operating  income  declined  14%  to 
$50.2  million,  mainly  because  of 
newsprint.  But  good  broadcast  and 
cable  results  offset  some  of  these  losses. 

Newspaper  revenues  were  even  with  the 
year-ago  quarter. 

The  company  does  not  break  out 
results  by  segment  on  a  quarterly  basis, 
however.  Washington  Post  advertising 
volume  plummeted  10%,  and  daily  and 
Sunday  circulation  were  off  by  2%. 
Newsprint  cost  the  paper  29%  more. 

In  the  term,  the  company  repur¬ 
chased  20,335  shares  of  its  stock  at  a 
cost  of  $5.7  million. 


Coverage 

Continued  from  page  10 

Coverage  of  specific  issues  received 
low  grades  in  some  cases. 

Only  1%  of  the  editors  graded  the 
media’s  coverage  of  foreign  trade,  pro¬ 
tectionism  and  U.S.  jobs  as  excellent,  as 
compared  to  5%  of  the  advertising/mar¬ 
keting  directors  and  3%  of  the  presi¬ 
dents/publishers. 

On  immigration  issues,  3%  of  the  pres¬ 
idents/publishers  rated  media  coverage 
as  excellent,  equal  to  the  percentage  of 
advertising/marketing  directors,  and 
higher  than  the  editors  (1%). 

On  issues  of  government  taxing  and 


spending,  9%  of  editors  rate  media  cov¬ 
erage  as  excellent,  as  compared  with 
presidents/publishers  (10%)  and  adver¬ 
tising/marketing  directors  (18%). 

“The  time  has  come  for  print  and 
broadcast  management  to  recognize  the 
way  to  improve  the  quality  of  reporting 
is  to  prepare  journalists  intellectually  to 
cover  the  issues  and  not  just  the  horse 
race,”  said  FAC  president  Jack  Cox.  “Our 
study  finds  journalists  simply  aren’t  pro¬ 
viding  the  analysis  citizens  need  on 
issues  such  as  immigration,  the  economy, 
protectionism  and  trade.” 

Thomson 

Continued  from  page  1 1 

Daily  Press  in  Timmins.  Also  included  in 
this  potential  sale  is  the  weekly  Standard 
in  Elliot  Lake,  Ontario. 

“These  are  all  profitable  businesses 
and  should  perform  well  for  new  own¬ 
ers.  Putting  the  newspapers  up  for  sale 
was  a  tough  decision  to  make,  but  it  is  a 
necessary  and  strategic  step  in  pursuing 
our  business  mission,”  Thomson  News¬ 
papers  chief  operating  officer  Stuart 
Gamer  said. 

“While  successful,”  he  added,  “these 
newspapers  are  not  located  in  markets 
that  offer  us  opportunities  for  develop¬ 
ing  more  broadly  based  products  and  ser¬ 
vices,  and  therefore  they  do  not  fit  our 
strategy  for  growth  and  maximizing 
operational  and  marketing  synergies  in 
serving  regional  markets.” 

The  Timmins  paper  was  the  very  first 
paper  Thomson  operated  in  Canada. 

If  the  deal  goes  through,  it  will  leave 
Thomson  with  only  two  papers  in  east¬ 
ern  and  central  Canada,  the  morning 
Times-Neu’s  and  evening  Chronicle- 
Journal  in  Thunder  Bay,  Ontario,  and  the 
flagship  Globe  and  Mail,  the  Toronto 
daily  that  is  Canada’s  only  truly  national 
paper. 

As  part  of  the  reorganization,Thomson 
is  also  closing  its  Thomson  News  Service, 
Canada,  and  Thomson  Media  Sales.  COO 
Gamer  said  the  closing  will  affect  about 
20  people  and  that  the  chain  would 
“attempt  to  match  . . .  staff  with  openings 
elsewhere  in  the  company  and  will  pro¬ 
vide  professional  and  financial  assistance 
to  those  fcir  vdKxn  matches  cannot  be  made.” 

Thomson’s  105  U.S.  papers  are  already 
organized  into  15  strategic  marketing 
groups. 

Newspapers  for  several  years  have 
been  a  small  —  and  diminishing  —  part 
of  Thomson,  which  has  more  recently 
concentrated  on  its  interests  in  niche 
I  and  special  publications;  electronic  pub- 
:  fishing;  and  travel  operations. 


GenX 

Continued  from  page  13 

and  sports,  rather  than  using  the  news¬ 
paper  to  help  them  choose  a  point  of 
view  on  public  policy  issues. 

“Newspapers  no  longer  control  the 
media-use  agenda,”  said  Adam  Platt,  editor 
in  chief  of  Casino  Executive  magazine, 
during  the  ASNE  discussion. 

“If  you’re  not  entertaining  these  peo¬ 
ple  with  your  product,  you’re  not  reach¬ 
ing  them,”  Platt  said,  urging  the  editors  to 
avoid  using  the  term  Generation  X,  since 
many  people  in  that  age  group  consider 
it  pejorative.  Platt  suggested  using  the 
sports  pages  as  an  example  of  the  type  of 
writing  Gen  Xers  prefer;  Since  many 
readers  already  know  the  outcome, 
sports  pages  feature  good  writing  that  is 
not  dispassionate  in  tone  and  that  fills 
holes  in  their  information  gathering. 


Pulitzer 

Continued  from  page  21 

Utah,  Daily  Herald',  21,50(k:itculation 
Santa  Maria  (Calif.)  Times',  19,00(>circu- 
lation  Napa  Valley  Register  in  Napa, 
Calif.;  16,500-circulation  Coos  Bay,  Ore., 
World',  and  the  13,000-circulation 
Arizona  Daily  Sun  in  Flagstaff. 

Three  dailies  —  the  2,600-circulation 
Banning  Record-Gazette  and  13,25(><4r- 
culation  Hanford  Sentinel  in  California 
and  the  4,600<;irculation  Newport  (Vt.) 
Daily  Express  —  may  not  be  included  in 
the  sale  because  of  unspecified  factors. 

“It’s  our  intention  to  acquire  them,” 
Penniman  said.  “They  would  like  to  sell 
them  and  we  would  like  to  buy  them.” 

Included  in  the  sale  are  about  30 
nondaily  community  newspapers  and 
niche  publications. 


Shop  Talk 

Continued  from  page  48 

approach  the  cachet  of  a  certain  nation¬ 
ally  known  plastic  credit  card. 

Nevertheless,  everyone  seems  to  want 
a  DPS  press  card,  from  obvious  ambu¬ 
lance  chasers  who  hustle  accident  pic¬ 
tures  to  insurance  companies  to  televi¬ 
sion  newsroom  secretaries. 

I  try  to  see  that  only  the  working  press, 
and  profisssional  freelancers  get  the  cards, 
but  some  marginal  applicants  do  slip 
through. 

All  my  old  press  cards,  with  pictures  of 
a  younger  me  under  crinkling  laminate, 
are  in  one  of  my  desk  drawers.  Maybe  my 
daughter  will  get  a  kick  out  of  them 
some  day. 
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Jury:  Publisher 
Wrongfully 
Diverted  Funds 

Anew  YORK  city  jury  recently  ruled  that  Amsterdam 
News  publisher  Wilbert  A.Tatum  wrongfully  diverted 
company  funds  to  the  benefit  of  his  own  investments. 
The  lawsuit,  filed  13  years  ago  by  John  L.  Edmonds,  a  share¬ 
holder  in  the  News'  holding  company  AmNews  Corp.,  alleged 
that  since  1985, Tatum  has  steered  $1.05  million  of  corjwrate 
money  to  his  own  businesses,  including  a  messenger  service 
whose  sole  client,  Edmonds  alleged,  is  the  Amsterdam  News. 

The  jury  ruling  will  allow  Tatum  to  keep  control  of  the 
AmNews  Corp.  and  the  87-year-old  Amsterdam  News. 
However, Tatum  must  buy  out  Edmonds’  one-third  share  of 
the  corporation. 

A  judge  will  decide  the  value  of  Edmonds’  stock  in  the 
next  few  months. 

Additionally, Tatum  must  repay  the  $1.05  million  to  the  cor¬ 
poration. 

“We  were  pleased  by  the  jury  finding  that  Tatum  had 
improperly  diverted  over  $1  million  of  the  company’s  assets,” 
said  Edmonds’  attorney,  Saul  B.  Shapiro  of  Manhattan-based 
Patterson,  Belknap,  Webb  &  Tyler. 

“The  evidence  was  overwhelming  and  we  weren’t  sur¬ 
prised.  Nevertheless,  it’s  gratifying  and  will  play  a  large  role  in 
determining  the  value  of  my  client’s  shares  in  the  company,” 
Shapiro  added. 

Victor  Kovner,  lawyer  for  Amsterdam  Neu’s,  said,  “Mr. 

Tatum  has  been  trying  to  buy  out  Mr.  Edmonds  for  more  than 
a  decade.  We’re  pleased  that  the  court  has  found  that  my 
client  has  a  right  to  buy  him  out. 

“Although  the  final  number  is  yet  to  be  determined,  we  are 
pleased  that  it  will  be  completed  at  long  last  and  the  war 
between  the  shareholders  will  be  over,”  he  added. 

—  Dorothy  Giobbe 

Ex-photographer’s 
killers  sentenced 

Two  MEN  CONVICTED  of  killing  James  Roark,  a  former 
top  newspaper  photographer,  were  sentenced  to  life  in 
prison. 

Roark,  49,  was  working  as  a  restaurant  cook  when  he  was 
beaten,  robbed  and  murdered  last  year  outside  a  light  rail  sta¬ 
tion  in  Portland,  Ore. 

Once  a  chief  sports  photographer  for  the  defunct  Los 
Angeles  Herald  Examiner,  Roark  was  nominated  for  a 
Pulitzer  Prize  for  his  picture  of  Chicago  Cubs’  oufielder  Rick 
Monday  grabbing  an  American  flag  from  two  protesters  who 
were  about  to  bum  it  at  Dodgers’  Stadium  in  Los  Angeles  in 
1976. 

Both  Cory  Ogden,  20,  and  Kermit  Anderson  pleaded  guilty 
to  the  murder.They  must  serve  a  minimum  of  25  years  of  their 
sentences.Two  other  suspects  in  the  crime  ate  awaiting  trial. 
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U.S.  Media  Stock  Values 

1  (Weekly  Closing  Quotes) 

STOCK 

5/8/96 

5/1/96 

5/8/95 

A.H.  Belo  Corp.  (NY) 

37.875 

37.25 

30.125 

American  Media  Inc.  (NY) 

3.625 

3.00 

6.25 

Central  Nev^spapers  Inc.  (NY) 

36.25 

36.375 

26.625 

Dow  Jones  &  Co.  Inc.  (NY) 

37.125 

37.375 

36.125 

Gannett  Co.  Inc.  (NY) 

66.375 

68.375 

53.625 

Gray  Comm.  Sys.  (NY) 

20.75 

20.75 

23.75 

Harte-Hanks  Comm.  (NY)* 

24.875 

23.625 

15.417 

Hollinger  International  (NY)# 

11.875 

11.875 

10.00 

Knight-Ridder  Inc.  (NY) 

70.375 

72.375 

54.375 

Lee  Enterprises  Inc.  (NY)** 

21.75 

22.00 

18.4375 

McClatchy  Newspapers  Inc.  (NY) 

23.50 

24.25 

23.00 

Media  General  Inc.  (AM) 

37.625 

38.50 

32.125 

New  York  Times  Co.  (AM) 

32.375 

32.50 

23.50 

Pulitzer  Publishing  Co.  (NY) 

57.25 

57.00 

41.75 

E.W.  Scripps  Co.  (NY) 

42.50 

42.50 

30.75 

Times  Mirror  Co.  (NY) 

41.25 

42.625 

21.875 

Tribune  Co.  (NY) 

69.25 

69.75 

59.375 

1  Washington  Post  Co.  (NY) 

290.50 

294.00 

262.50 

*  Adjusted  for  3  for  2  stock  split  as  of  12/95 
**  Adjusted  for  2  for  1  stock  split  as  of  12/8/95 

#  American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 

Editor  &  Publisher 

Foreign  Media  Stock  Values 

i  (Weekly  Closing  Quotes) 

1  STOCK 

5/8/96 

5/1/96 

5/8/95 

I  Hollinger  Inc.  (a) 

11.20 

11.35 

12.75 

I  News  Corp.  Ltd.  (c) 

23.00 

23.50 

20.50 

i  Pearson  Ltd.  (b) 

6.88 

7.06 

5.94 

i  Quebecor  Inc.  Class  A  (a) 

22.05 

22.60 

19.625 

i  Reuters  Holdings,  ADR  (c) 

67.125 

67.625 

44.875 

I  Southam  Inc.  (a) 

15.60 

15.50 

15.125 

i  Thomson  Corp.  (a) 

22.80 

22.65 

18.75 

i  Toronto  Sun  Publishing  Corp.  (ai 

15.50 

13.50 

10.50 

1  Torstar  Corp.  (a) 

24.45 

23.75 

21.125 

!  |a)  Quotes  are  in  Canadian  dollars 

i  (b)  Quotes  are  in  British  pounds 
i  (c)  Quotes  are  in  U.S.  dollars 

I  Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 
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FEATURES  AVAILABLE 


ASTROLOGY 


Doily-Weekly-Monthly  Features 
Camera  Ready.  Time  Data  Syndicate 
NEW!  SPANISH  TRANSLATION 
(603)  623-7733  or  (800)  322-5101 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


WHEELS  101:  A  weekly  column 
teaching  the  basics  of  buying,  owning 
and  driving  a  car  by  automotive  expert 
Jayne  O'Donnell.  Joe  Hanley,  CRAIN 
NEWS  SERVICE,  Phone:  (212)  254- 
0890.  Fax:  (212)  254-7646. 


BOOK  REVIEWS 


BUSINESS  BOOK  REVIEWS  -  veteran 
journalist  can  supply  you  with  500- 
word  reviews  with  color  art.  $50 
(216)  556-3648. 


FAX  YOUR  AD  TO 
(212)  929-1259 


CASINO  GAMING 


WEEKLY  CASINO  GAMING  COLUMN 
Collecting  kudos  for  over  3  years, 
PLAYING  IT  SMART  is  fun  to  read  as 
well  as  surprisingly  sophisticated. 
Approx  70  words  --  on  target,  on  time. 
Samoles  &  references.  ICON,  Inc., 
(215)  349-6500,  Fax  (21 5)  349-6502 


THE  FRANCHISE  ADVISER:  This  advice 
column  written  by  Ellen  Shubart,  editor 
of  FRANCHISE  BUYER  magazine, 
helps  readers  learn  how  to  buy  -  and 
then  run  -  a  franchise  successfully.  Joe 
Hanley,  CRAIN  NEWS  SERVICE, 
Phone:  (212)  254-0890.  Fax:  (212) 
254-7646. 


icyj7,iig:cyAV/jiB>n:iaai 


HEARD  ON  THE  STRIP  -  Lively  weekly 
column,  inside  Las  Vegas.  ('News 
Before  It's  NEWS!)  Written  by  GAM¬ 
ING  TODAY  business  editor  (Ihuck  Di 
Rocco,  who  has  covered  the  casino 
capital  of  the  world  since  1975. 
Accent:  public  gaming  companies. 
Many  news  firsts  to  its  credit.  Samples 
call  (702)798-1151. 


IN  A  NUTSHELL:  Award-winning,  700  • 
words,  weekly.  Free  Samples:  Barbara 
Naness,  1 1 9  Washington  Ave.,  Staten 
Island,  NY  10314.  (718)  698-6979. 
hltp://viww.interealm.com/p/ nutshell 


She  tickles  funny  bones  and  touches 
hearts.  FAMILY  HUMORIST.  Deb  Di 
Sandro,  (847)  639-1232. 


WHY  NOT  TAKE  A  CHANCE?  Weekly 
500  word  column,  first  6  months  free. 
Won't  last  long  at  these  prices.  Call  for 
Perry...(71 3)  802-2799.  You'll  like  it... 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10940;  (914) 
692-4572.  Fox  (914)  692-831 1 . 

PHOTO 

RELIGION  PHOTOS 

Stock  photos  with  religious  themes  are 
now  available  from  Religion  News 

Service.  (800)  767-6781 _ 

History  punishes  those  who  come  late. 

Gorbachev 


BRAINSQUEEZE 

The  ultinrate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fox  (409)  295-9624 
PO  Box  1972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 

SYNDICATION  SERVICES 

Golf*Garden»Cyber»Cars»Humor»More 
Camera-ready»Modem»Disk»Free  Trial 
Daily-Weekly-Monihly  from  BULLEONE 
(216)  261-3423«Fax:  (216)  261-9656 


WORLD  WIDE  V/EB 


WebPointers  Columns  explain  the 
World  Wide  Web  to  your  readers. 
Timely,  entertaining,  informative  copy 
attracts  younger  readers  &  new 
advertisers.  See  for  yourself  WebPoin¬ 
ters'  archived  columns  with  active 
hyperlinks  at 

hltp://www.  webpoinlers.com 
Call  1  (800)  784-5025  or  e-mail: 
webpartners@webpointers.com  for  one 
month's  free  trial. 


ANNOLINCEMENTS 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(407)  368-4352 
123NW13thSt.,  Suite  214-8 
Boca  Raton,  FL  33432 


DAVID  R.  STILL 
CAPITAL  ENDEAVOR'S,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Appraisals 
Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  BROKERS 


625  Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(301)  540-0636 
Tom  Sexton,  N.England  (617)  545-6175 
Wren  Barnett,  South  (704)  698-0021 
Ron  Holla,  Canada  E.  (613)  525-1666 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daity  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 

BOUTHO-TAYLOR  MEDIA  SERVICE 
Thomas  C.  Bolitho/Gregory  S.  Taylor 
(405)  421-9600 

1 1 7  S.  Broadway,  Ada,  OK  74820 

MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 


JIM  WEBSTER  &  ASSOCIATES 
Brokers,  Appraisers,  Operators 
(817)  599-5785 

315  York,  Weatherford,  Texas  76086 


Buyers  or  sellers.  Call  Dick  Briggs. 
(864)  457-3846.  No  obligation. 
Sales  •  Appraisals  •  Consulting 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


JAMES  W.  HAa,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services 
41 0  Elm  St.,  Troy,  AL  36081 

(334)  566-7198 
Fax  (334)  566-01 70. 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  UNDSEY 
1221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  813-9344 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


PHILUPS  MEDIA  SERVICES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  3308 
Merrifield,VA  22 11 6-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  Southwest 
and  Middle  Amercia. 

3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fax  (214)  520-6951 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
1 08  Jane  Cove-Clarksdale,  MS  3861 4 
(601 )  627-7906  Fax  601  -627-79063* 
W.C.  Shoemaker-Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601)  289-2004  or  (800)  890-4706 
Fax  (601)  289-3254 


Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPERS  FOR  SALE 


FLORIDA:  Panhandle  weekly 
$325,000;  NORTH  CAROLINA:  Small 
weekly  $160,000.  Beckerman  Associa¬ 
tes,  (813)971-2061. 


NEWSPAPER  BROKERS 


hltp'J/www.iint.n*l/-jcribb/bci«port.hlnil 


Appraisal  -  Brokerage 

BOLITHO-CRIBB 
&  Associates 

Established  1923 


Qualified  Brokerage 
for  ox  er  70  years. 

Appraisal  for  estate, 
ESOP,  partners,  bank, 
tax,  stock,  assets 


John  T.  Cribb  1  Annette  Park  Drive,  Bozeman,  MT  59715  406-586-6621 


NEWSPAPERS  FOR  SALE 


INDIANA  -  Profitable  suburban  news¬ 
papers.  26,000  combined  free  circula¬ 
tion.  $150,000.  Jim  Hall  Media  Ser¬ 
vices,  Box  1088,  Troy,  AL  36081 . 

(334)  566-7198 


ENJOY  Florida's  sunshine,  beaches, 
golf,  fishing,  and  the  ownership  of  two 
profitable  coastal  weeklies.  Revenues 
doubled  last  year  to  $500,000.  Ovmer 
wishing  to  retire  will  accept  half 
revenues  and  take  a  note.  Great 
expansion  possibilities.  Write  to  Box 
07751 ,  Editor  &  Publisher. 


ON  THE  BEAUTIFUL  Oregon  Coast, 
profitable,  90-year-old  weekly.  Owner 
retiring.  Income  over  $400,000 
annually.  Asking  $640,000,  includes 
building  on  2  1/2  city  lots.  Write: 
Western  World,  P.O.  Box  248, 
Bandon,  OR  9741 1 . 


READY-MADE  WEEKLY  for  ambitious 
editorial  and  ad  team  located  in  the 
beautiful  Green  Mountains  of  Vermont 
with  much  of  the  6,000  circulation 
located  in  ski  areas.  Good  printing  con¬ 
tract  available.  Asking  $15,000  down 
and  will  finance  the  remaining 
$15,000.  Reply  to  Box  07658,  Editor 
&  Publisher. 


TEXAS  PUBLICATIONS:  Newspapers  for 
sale,  weeklies  large  and  small.  Bill 
Berger,  Associated  Texas  Newspapers, 
Inc.,  1801  Exposition,  Austin,  TX 
78703.  (512)476-3950. 

We  should  chieHy  depend  not  upon  that 
department  of  the  soul  which  is  most 
superficial  and  fallible  (our  reason),  but 
upon  that  department  that  is  deep  and 
sure,  which  is  instinct. 

Charles  Sanders  Pierce 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AWARD-winning  Midwest  newspaper 
group  seeks  to  odd  paid  newspapers 
to  its  group  of  fine  publications.  Large 
dawn  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  qualify  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  helcT  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 

Humankind  cannot  bear  very  much  re^^ 


NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY 
is  aggressively  seeking  newspaper 
acquisitions  with  circulations  of  5,000 
or  greater.  APC  is  owner/operator  of 
420  publications,  including  1 1 2  daily 
newspapers.  All  correspondence  and 
discussions  are  confidential. 

Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Harmony 
Neosho,  MO  64850 
Phone  (417)451-1520 


PLANTS  FOR  SALE 

COMMERCIAL  PRINTING  PLANT  with 
2  weekly  shoppers  in  the  Pacific 
Northwest.  Heatset  and  Cold  presses. 
Prepress,  Bindery,  and  Mailing  House. 
Complete  shop.  Profitable.  Unbelieva¬ 
ble  opportunity!  High  growth  area. 
Property  available.  Box  07347,  Editor 
&  Publisher. 

PUBUCATIONS  FOR  SALE 

MID  SOUTH  AREA:  Three  tabloids  with 
medium  high  six  figure  annual  gross. 
Selling  due  to  ill  health  at  less  than  1  /2 
annual  gross.  All  niche  publications. 
Covers  six  states.  Can  be  centralized  at 
yaur  location.  (901 )  276-71 1 1 . 


PUBUSHING  OPPORTUNITIES 

START  YOUR  OWN  Local  Magazine 
No  start-up  costs  and  low  printing 
prices.  Free  information  and  great 
ideas  from  the  Small  Publishers  Co- 
Op!  Call  Scott  at  (941 )  922-0844. 

_ REAL  ESTATE _ 

GOVERNMENT  FORECLOSED 
HOMES  FOR  pennies  on  $1.  Delin- 

?uent  Tax,  Repo's,  REO's.  Your  Area, 
ol!  free  1  (800)  898-9778  Ext.  H- 
51 89  for  current  listings. 

I  go  by  instinct...!  don't  worry  about 
experience. 

Barixjra  Streisand 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camero  lens  alignment, 
focus  &  calibration  H.  Canbom 
CKOptical  (310)  372-0372. 

MAILROOM 

GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  folders.  Call  Scott  or  Tom  at 
(800)  527-1668  or  (214)  869-2844. 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 


USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-521 8  Fax  (407)  273-901 1 

WE  ACCEPT 
MASTERCARD/VISA 
FOR  PAYMENTS 


PRESSES 


AVAILABLE  IMMEDIATELY 
6-UNIT  DOUBLE  WIDTH 
GOSS  COSMO  OFFSET  WEB  PRESS 
22  3/4'  CUTOFF  W/DOUBLE  FOLDER 
CONTAa  PRINT  MEDIA  &  GRAPHICS 
PHONE  OR  FAX  (813)  781-5550  OR 
PHONE  (800)  705-6433 

GOSS  METRO  Excellent  Condition,  5- 
unit,  22  3/4"  cut-off,  1  full  color  d^k, 
2  half  color  decks,  2  mono  units,  2:1 
double  output  folder.  Peripheral 
mailroam  and  plateroom  equipment. 
Available  Now.  Call  NewsTech  at 
(305)  688-1407. 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

4-10  Unit  Harris  V-1 5D  w/2  JF4 
cammercial  folders, 

AVAILABLE  IMMEDIATELY!! 
2-unit  Ductor  style  V-1 5A  w/JF7  folder 
1  Rebuilt  Community  floor  unit  1 975 
IMMEDIATE  DEUVERYM 
GLOBAL  GRAPHICS,  INC. 

(91 3)  541  -8886  Fax  (91 3)  541  -8960 


PRESSES 


FOLLOWING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  OF  THE 
PRESSES  INLAND 
IS  CURRENTLY  OFFERING 

•Add-on  GOSS  COMMUNITY  units 
(floor  position  or  converted  to  stacked 
position).  SC  folders  &  upper  formers. 
•2-unit  HARRIS  VI 5D  with  JF15  -  1978 
vintage. 

•4-unit  WEB  LEADER  press  -  available 
immediately. 

•22"  Cut-off  GOSS  COLORLINER  with 
27  printing  couples,  double  3:2  folder 
&  9  RTP's. 

•22  3/4"  Cut-off  GOSS  COLORUNER 
with  36  printing  couples,  double  3:2 
folder  &  9  RTP's. 

•2  units  of  GOSS  METRO,  45"  RTP's  &  Y 
columns  -  22  3/4"  cut  off. 

PLEASE  CALL  FOR  A  COMPLETE 
UST  OF  PRESSES 

INLAND  NEV/SPAPER 
MACHINERY  CORPORATION 

(91 3)  492-9050,  Fax  (91 3)  492-621 7 

The  highest  tribute  to  the  dead  is  not  grief 
but  gratitude. 

Thornton  Wilder 


WANTED  TO  BUY 


CAa  us  -  WE  BUY 

Used  press  and  mailroom  equipment 
Call-  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fax  (770)  590-7267 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WiaPAYTOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762, 


INTERESTED  IN  buying  a  Muller 
Martini  inserter  -  Model  #227-S. 
Please  call 

James  Hutchinson  or  Bill  Brown 
(800)  878-9537  Fax  (301 )  953-7220 


MAY  25TH  Issue 
is  the  return  of  the 
E&P  Interactive 
Directory!! 

Call 

Shawn  Olson  at 
(212)675-4380,  ext.  170 
for  details 


INDUSTRY  SERVICES 


ADVERTISING  CONSULTANTS 

ALTERNATIVE  GROWTH  STRATEGIES, 
INC. ..Leaders  in  generating  incre¬ 
mental  advertising  revenues!  Tel:  (414) 
241-8603,  Fox:  (414)  241-3354. 

CIRCULATION  CONSULTANT 

KAMEN  &  CO.  GROUP  SERVICES 
Our  firm  develops  solutions  worldwide 
(516)  379-2797/(813)  786-5930 


CIRCULATION  SERVICES 


IXTEIIVE.Vn*.'«  - 
t  IIETEXTraiV 
1-800-327-8463 


CIRCULATION  SERVICES 


301  TARGET  MARKETING  INC. 

Qualify  Telemarketing  by 
Qualify  Employees 
In  strict  compliance  with 
all  Federal  Regulations 
(800)  301 -READ 
(800) 301-7323 
LEVIS  NATIONAL,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)411-5863 
Our  28th  Year 

SPEORUM  MARKETING  SERVICES 
NIE 

FUNDRAISING  PROGRAMS 
CALL  DOUG  REESE 

_ (800)  972-6778 _ 

Curiosity  has  its  own  reason  for 
existence. 

Einstein 


CIRCULATION  SERVICES 


METRO  NEWS  SERVICE,  INC. 

"ResponseABIUTY" 
Nationwide  TELEMARKETING 
since  1 975 
(800)  950-8475 
Horace  Southward 


CIRCULATION  SERVICES 


SPECIALIZING  IN  NEWSPAPER 
SUBSCRIPTION  PROGRAMS 


WE  GAN  DO  ZT  FOR  YOU! 

TELEMARKETING 
Free  Consultation 
•  Inbound  &  Outbound 
•Maximum List  Penetration 
•Low  Rates 

CALL  US  FIRST 

1  (800)  362-7451 


EFFECTIVE  MARKETING 
DEVELOPMENT,  INC. 


CIRCULATION  SERVICES 


ABOVE  THE  CROWD 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
_ (800)  247-2338 _ 

CIRCULATION  DEVELOPMENT  SOUTH 
Camplaint  free  telemarketing  w/qualify 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 

PRO  STARTS 

THE  TELEA4ARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  AAARKETING 
_ (800)  776-6397 _ 

CLASSIFIED  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains,  Inc., 

Tel:  (303)791-3301 
http:/ /www.fakebrains.com/scout. 

COMPUTER  EQUIPMH4T 


USED  TELEMARKETING  PREDOIVE 
DIALER  EQUIPMENT  WANTED. 

1  (800)877-7176 
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INDUSTRY  SERVICES 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBLICATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dove  Chilton  (800)  487-6397 
AUSTIN  NEWS  SERVICES  (National) 


INCORPORATION  SERVICES 


INCORPORATE  WITHOUT  Lego!  Fees! 
Free  Booklet  Tells  How,  Includes  Forms. 
Call  Nowl  (800)  345-2677 


I  desire  so  to  conduct  the  affairs  of  this 
administration  that  if  at  the  end...  I  have 
lost  every  other  friend  on  earth,  I  shall 
at  least  have  one  friend  left,  and  that 
friend  shall  be  down  inside  of  me. 

Lincoln 


PRESSROOM  SERVICES 


DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELEORICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hour  Line  P.O.  1 952 
Albuquerque,  NM  87103 


EDITOR  &  PUBLISHER'S 
available  through  our  Circulation 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  Floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACnONI 
30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


1996  MARKET  GUIDE  is 
1  Department  at  (212)  675-4380. 


PRESSROOM  SERVICES 


HARD  TO  FIND  PRESS  PARTS? 
Largest  Press  Plumbing  Parts  Stock  in 
Country-Overnight.  GREAT  PRICES!! 
Filters,  Regulators,  Hoses,  Gauges. 
PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 


REVENUE  SKVICES 


NEW  REVENUE  SOURCES  (100,000-t- 
monthly)  alternate  delivery  systems, 
database  marketing,  niche  pub¬ 
lications...  turn  key  programs  (602) 
482-3749. 


The  secret  of  health  for  both  mind  and 
body  is  not  to  mourn  for  the  past,  not  to 
worry  about  the  future,  nor  to  anticipate 
troubles,  but  to  live  the  present  moment 
wisely  and  earnestly. 

Buddha 


HELP  WANTED 


ADMINISTRATIVE 


BUSINESS  OPPORTUNITIES  FOR 
CONTRAa  FIELD  SALES  A4ANAGERS 
The  Better  Hames  ond  Gardens® 
Features  Syndicate  is  lacking  For 
newspaper  administrative  and  sales 
experience  in  central  and  midwest 
states.  You  will  sell  directly  to  newspa¬ 
pers  the  dynamic  new  Better  Homes 
and  Gardens®  Features  Syndicate 
program.  Individual  must  be  self- 
motivated,  energetic,  and  possess  the 
ability  to  communicate  with  advertising 
and  editorial  departments  of  all  size 
newspapers  in  a  multi-state  region. 
You  will  be  in  on  the  ground  floor  of 
an  innovative  program  offering  news¬ 
papers  28  specialized  editorial  sec¬ 
tions  delivered  on  compact  discs. 
Excellent  commission  structure. 

For  more  information  contact: 

Dale  Schenkelberg,  Director 
Better  Homes  and  Gardens® 
Features  Syndicate 
1 71 6  Locust  Street 
Des  Moines,  lA  50309-3023 


DIREaOR  OF  FINANCE 

The  Pittsburgh  Post-Gazette  seeks  a 
finance  director  to  provide  affirmative. 


ADMINISTRATIVE 


operations.  Ideal  candidate  should  be 
a  CPA  with  significant  broad-based 
Financial  management  experience.  A 
proven  track  record  in  achieving  results 
through  effective  partnering  with  orga¬ 
nizational  counterparts  is  required. 
This  highly  visible  professional  growth 
opportunity  offers  a  competitive  salary 
package  and  excellent  benefits  in  one 
of  America's  "most  livable"  metropolitan 


Please  send  resume,  including  salary 
requirements,  to: 

Wayne  Bjerregaard 
Director  of  Human  Reijources 
34  Boulevard  of  the  Allies 
Pittsburgh,  PA  15222 
An  Equal  Opportunity  Employer 


RUSSIAN-AMERICAN  PRESS  AND 
INFORMATION  CENTER  seeks 
Moscow- Director  to  manage  six  media 
assistance  centers  throughout  Russia. 
Requirements:  senior  management 
experience,  familiarity  with  Russian 
media,  programmatic  creativity,  and 
10  years  experience  in  related  fields. 
Russian  language  ability  desirable. 

Send  resume  to  Conrad  Hohenlohe 
(fax)  (212)  995-4143 
(e-mail)  hohenloh@is.nyu.edu 


HUMAN  RESOURCES  DIREaOR 
El  Paso  Times,  Inc.,  a  Gannett  newspa¬ 
per,  seeks  a  human  resources  director 
For  its  450  employee  workforce.  The 
successful  candidate  must  have 
excellent  leadership  and  communica¬ 
tion  skills,  as  well  as  experience  at  the 
director  level  in  human  resources.  Bi¬ 
lingual  in  Spanish  and  English.  Bac¬ 
calaureate  degree  plus  minimum  af 
five  years  human  resources  experience 
preferred.  Qualified  candidates  are 
encouraged  to  submit  a  resume  and  let¬ 
ter  of  interest,  with  salary  history,  in  con¬ 
fidence  to: 

Human  Resources  Director  Position 
El  Paso  Times,  Inc. 

P.O.  Box  20 
El  Paso,  TX  79999 
Equal  Opportunity  Employer 


ADMINISTRATIVE 


PUBLISHER 


You're  currently  a  Publisher, 
Advertising  Director  or 
Managing  Editor  (or  the  #2 
person  in  advertising  or 
editorial)  in  a  business 
magazine,  newspaper  or  trade 
journal.  You  have  cross 
trained  in  editorial  and 
circulation,  and  you  relish 
closing  advertising  buys  with 
major  agency  media  directors 
and  clients.  You're  a  high 
energy,  hard-working  leader 
stuck  in  a  corporate  hierarchy, 
seeking  a  dynamic  situation. 
NYC-based,  overnight  travel 
required,  excellent  salary, 
benefits.  Our  senior 
employees  are  aware  of  this 
opportunity. 

Send  your  resume  and  cover 
letter  in  confidence  to: 

Bpx_07763 
Editor  &  Publisher 


Equal  Opportunity 
Employer 


ADVERTISING 


ADVERTISING  DIREaOR 
Baltimore  City  Paper,  one  of  the 
nations  largest  metro  newsweeklies  is 
looking  for  an  experienced  advertising 
director  to  lead  our  staff  of  1 3  sales  pro¬ 
fessionals,  1  sales  support  person  and 
our  sales  management  personnel.  Your 
position  is  hands-on.  You  will  be 
responsible  for  the  direct  leadership  of 
our  retail  display  sales  staff  as  well  as 
the  guidance  and  management  of  our 
classified  manager  and  classified  staff. 
Experience  in  budgeting,  goal  man¬ 
agement,  marketing,  client  contact, 
staff  management  and  problem  solving 
are  a  must  in  applying  For  this  position. 
City  Paper  averages  96-t-  pages  per 
week  and  we  have  experiencecT  double 
digit  revenue  increases  consistently  for 
the  past  five  years.  We  strive  for 
excellence  throughout  our  entire  prod¬ 
uct  and  we  promote  innovation, 
change,  and  the  exchange  of  ideas  to 
keep  our  product  fresh  and  staff 
motivated.  We  offer  an  excellent  work 
atmosphere,  excellent  compensation 
package,  paid  health  &  life  insurance, 
401  (k)  profit  sharing  program,  paid 
vocation,  +.  We  don't  offer  a  lot  of  red 
tape  and  we  don't  delay  making  deci¬ 
sions  on  good  ideas.  Qualified  candi¬ 
dates  should  send  a  letter  of  applica¬ 
tion  as  well  as  a  resume  to  City  Paper, 
812  Park  Avenue,  Baltimore,  MD 
21 201 ,  ATTN:  Donald  Farley.  No  phone 
calls,  no  faxes,  please. 


ADVERTISING  SALES  with  Virginia 
weekly  group.  Management  potential  a 
must.  Start  salary  $22,000.  Box 
07752,  Editor  &  Publisher. 


AD  SALES  PERSON  wanted  for 
medical  newspaper.  Salary  and  com¬ 
mission.  Send  resume  to  P.O.  Box 
3738,  New  York,  NY  10017.  Mr. 
Wyatt  (21 2)  983-3525. 


ADVERTISING  SALES  MANAGER 

High  demagraphic  Westchester  (NY) 
;  weekly  newspaper  group  seeks 
i  aggressive,  results-oriented  pro- 
•  fessional  to  motivate  and  manage  sea- 
:  soned  sales  staff.  Excellent  people 
i  skills,  creativity,  marketing  savvy  and 
I  proven  management  experience 
■  required.  Send  resume  and  salary  his- 
:  tory  to  Ms.  White,  Scarsdale  Inquirer, 
i  P.O.  Box  418,  Scorsdole,  NY  10583. 

:  Pima  me  nub  knew. 


ADVERTISING 


CLASSIFIED  ADVERTISING 
MANAGER 

Seeking  energetic  and  dynamic  indi¬ 
vidual  to  lead  this  42,500  daily  news¬ 
paper  forward  to  new  challenges  and 
opportunities.  Responsible  for  devel¬ 
oping  sales  staff  through  creative  busi¬ 
ness  development  initiatives,  motivation 
and  training  techniques,  and  creation 
of  new  products  and  services. 

If  you  are  interested  in  joining  a  win¬ 
ning  team,  contact  Mike  Winter,  senior 
vice  president  for  more  infornration  at: 
WINTER  JM  @  AOL.COM  and  send 
resumes  and  references  to: 

Abilene  Reporter  News, 

P.O.  Box  30, 

Abilene,  TX  79604. 


ADVERTISING 


EXECUTIVE 

RETAIL 

DIRECTOR 

Journal  American,  the  Eastside's 
Daily  Newspaper  is  seeking  a 
leader  with  a  strong  record  of 
newspaper  Retail  Advertising 
success,  with  demonstrated  ability 
to  train  and  motivate  a  sales  force. 
Ability  to  develop  new  business  is 
essential. 

Responsibilities  include 
oversight  of  Retail  Advertising 
for  the  Journal  American,  three 
weekly  newspapers  and  two 
Shoppers. 

Excellent  salary,  incentives,  and 
benefits  package. 

If  you  are  interested  in  developing 
and  enhancing  your  newspaper 
career,  send  resume  and  cover  let- 


Northwest  Media 
P.O.  Box  90130 
Bellevue,  WA  98009-9230 
Attn:  Nick  Cbernock 
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HELP  WANTED 


ADVERTISING 


ADVERTISING  DIREaOR 

Exceptional  career  opportunity  for  an 
overachiever  with  a  solid  advertising 
management  track  record.  We're  a  suc¬ 
cessful,  growing  daily,  with  several 
niche  publications  in  the  far  West. 

We  are  seeking  a  dynamic,  goal 
driven,  hands-on  individual  to  direct  all 
areas  of  our  od  department.  You  need 
exceptional  sales  and  people  skills  to 
effectively  coach  our  retail  and 
classified  staffs  to  success. 

If  you  seek  a  challenging  position  with 
good  compensation  and  a  "real"  career 
growth  opportunity,  contact  us.  We're 
part  of  a  multi-publication,  multi¬ 
market  company  with  a  people 
oriented  philosophy.  "Make  a  dif¬ 
ference,"  help  us  grow-and  we'll  help 
you  grow! 

Invest  in  your  future  today.  Send 
resume,  references  and  earnings 
expectations  to  Marketing  Director, 
Brehm  Communications,  Inc.,  P.O.  Box 
28429,  San  Diego,  CA  92198. 


AD  DIRECTOR  -  Northeast  newspaper 
group  looking  for  a  highly  motivated 
and  aggressive  sales  oriented  advertis¬ 
ing  professional  to  lead  sales  staff  of 
more  than  20. ..and  oversee  the 
creative  services  department.  Qualified 
candidates  must  have  at  least  5  years 
advertising  sales  experience, 
supervisory  background  and  budgeting 
ability.  Send  resume  and  salary  history 
to  Box  07754,  Editor  &  Publisher. 


ADVERTISING  MANAGER 
Daily  newspaper  group  located  in 
Northern  California  is  seeking  a 
dynamic,  results-oriented  advertising 
manager  to  direct  its'  local  advertising 
sales  team.  We  are  seeking  an  indi¬ 
vidual  with  the  innovative  and  creative 
skills  to  lead  aur  sales  team  in  building 
a  strong  and  solid  local  account  base 
in  a  very  competitive  market.  A  back¬ 
ground  of  results-oriented  achievement 
and  success  is  a  necessity.  Strong 
administrative  and  coaching/training 
skills  are  a  must.  Make  no  mistake,  this 
is  a  tough  job.  We  need  the  type  of 
individual  vmo  can  meet  the  challenge 
while  enjoying  the  rewards  of  an 
uncapped  income  opportunity  includ¬ 
ing  advancement  based  on  results.  This 
is  one  of  the  most  exciting 
opportunities  in  the  newspaper  industry 
today,  in  one  of  the  most  exciting 
markets  in  the  country.  Please  send 
resume,  sales  history,  references  and 
cover  letter  to  Box  07667,  Editor  & 
Publisher. 


COMMUNITY  PUBLISHERS,  INC.  in 
Bentonville,  AR  has  an  immediate  open¬ 
ing  for  a  Key  Accounts  Manager. 
Represent  our  newspaper  to  major 
accounts  and  make  presentations  to 
advertisers  and  agencies  outside  our 
local  market.  Successful  candidate 
should  have  previous  newspaper/ 
media  sales  experience,  and  excellent 
organization  and  communication  skills. 
We  offer  a  generous  salary  and  com¬ 
mission  package  with  excellent  bene¬ 
fits.  Send  resume  to  Community  Pub¬ 
lishers,  Inc.,  ATTN:  Mike  Brown,  P.O. 
Box  1049,  Bentonville,  AR  7271 2. 


ADVERTISING 


CLASSIFIED  SALES  OPPORTUNITY 

Feel  unappreciated?  Looking  for  a 
place  where  your  contributions  will  be 
recognized  and  rewarded?  Looking  for 
a  place  where  your  earnings  will  only 
be  limited  by  your  own  abilities  and 
effort? 

We  are  a  family-owned,  award  win¬ 
ning,  medium  size.  Zone  9  newspaper 
in  a  rapidly  growing  community.  We 
are  looking  for  a  top-notch  sales 
person  who  gets  results.  Someone  who 
can  set  the  standard  for  excellence  and 
achievement.  Someone  whose  results 
will  serve  as  an  inspiration  to  the  rest 
of  our  good,  but  inexperienced  staff. 
We  are  looking  for  someone  who  has 
the  ability  to  sell  the  quality  of  our 

fjroducts  and  our  market.  We  are  not 
ooking  for  someone  who  will  build 
volume  by  lowering  our  rates.  If  you 
have  a  proven  track  record  of  success 
in  classified  advertising  sales;  then  we 
would  like  to  talk. 

We  will  offer  the  right  candidate  a 
good  base  salary  and  an  excellent  com¬ 
mission  plan.  We  provide  all  of  our 
employees  with  excellent  benefits, 
including  health,  life,  LTD,  Dental,  and 
retirement  savings.  If  you  are  interested 
in  working  for  an  organization  where 
decisions  are  made  locally;  if  you  are 
looking  for  a  place  ta  live  where  snow 
is  a  four  letter  word;  then  send  us  a 
resume  and  cover  letter  that 
demonstrates  your  skills  as  a  com¬ 
municator  and  sales  person. 

This  position  may  or  may  not  lead  to  a 
management  pasition.  We  believe  a 
good  salesperson  is  worth  their  weight 
in  gold  but  that  the  best  salesperson 
does  not  necessarily  make  the  best 
manager.  We  would  rather  pay  you 
well  for  doing  your  job  well,  than  pay 
yau  well  for  something  you  don't  do 
well.  If  this  sounds  like  the  kind  of 
environment  you  would  like  to  work  in, 
then  send  us  your  materials  today.  To 
apply  please  send  resume  with  cover 
letter  to  Box  07757,  Editor  &  Publisher. 


NEWSPAPER  ADVERTISING  SALES 
The  Alameda  Newspaper  Group  is 
seeking  an  outside  advertising  sales 
person  for  an  immediate  opening  in 
our  Retail  Advertising  Department.  Our 
ideal  candidate  will  be  an  aggressive 
goal-oriented  individual  who 
demonstrates  a  successful  track  record 
in  sales  with  a  minimum  af  one  year  out¬ 
side  sales  experience.  We  offer  a 
challenging  and  competitive  environ¬ 
ment,  an  attractive  benefits  plan  includ- 
;  ing  medical,  dental,  vision  and  401  (k), 
:  and  salary  plus  an  aggressive  com- 
:  mission  plan  with  no  earnings  limit. 
I  Plus,  the  wonderful  No.  California  Bay 
I  Area  lifestyle.  To  become  part  of 
:  Alameda  County's  largest  communica- 
:  tion  medium,  send  resume  and  cover 
;  letter  to: 

j  The  Alameda  Newspaper  Graup 
I  Outside  Sales  Pasition 

I  P.O.  Box  5050 

I  Hayward,  CA  94540 

i  EOE 


FAX  YOUR  AD  TO 
(212)  929-1259 


ADVERTISING 


CLASSIFIED  MANAGER 

Exceptianal  caree-  opportunity  for  an 
overachiever  with  a  solid  classified 
advertising  record  of  progressive 
responsibilities.  We're  a  successful, 
growing  daily,  with  several  niche  pub¬ 
lications  in  a  competitive  market  in  the 
far  West. 

We  are  seeking  a  dynamic,  goal 
driven,  hands-on  individual  to  take  our 
classified  department  to  the  next  level 
and  beyond.  The  ideal  candidate  must 
be  able  to  direct  all  areas  of  our 
classified  department,  have  a  flair  for 
promotions  and  the  ability  to  sniff  out 
those  incremental  dollars.  In  addition, 
you'll  need  exceptional  sales  and  peo¬ 
ple  skills  to  effectively  coach  our 
classified  staff  to  success. 

If  you  seek  a  challenging  position  with 
good  compensation  and  a  "real"  career 
growth  opportunity,  contact  us.  We're 
part  of  a  multi-publication,  multi¬ 
market  company  with  a  people 
oriented  philosophy.  "Make  a  dif¬ 
ference,"  help  us  grow-and  we'll  help 
you  grow! 

Invest  In  your  future  today.  Send 
resume,  references  and  earnings 
expectations  to  Marketing  Director, 
Brehm  Communications,  Inc.,  P.O.  Box 
28429,  San  Diego,  CA  92198. 


RETAIL  ADVERTISING 
SALES  DIREaOR 

Detroit  Newspapers,  agent  for  The 
Detroit  News  and  Detroit  Free  Press,  is 
a  partnership  owned  equally  by 
Knight-Ridder  and  Gannett.  Detroit 
Newspapers  conducts  the  business 
operations  (advertising,  circulation, 
marketing  and  praduction)  af  The 
Detroit  News  and  Detroit  Free  Press. 

Our  Advertising  Division  has  an 
excellent  opportunity  for  a  successful 
sales  leader  to  direct  four  sales  man¬ 
agers  and  27  sales  executives  in  a 
well-compensated,  performance-driven 
culture.  The  position  requires  a  mini¬ 
mum  of  five  years  of  newspaper  lead¬ 
ership  success,  preferably  in  a  com¬ 
petitive  metropolitan  market.  Appli¬ 
cants  will  be  evaluated  on  creativity 
and  vision  to  increase  market  share, 
build  advertiser  relationships,  control 
controct  churn  and  expand  the  base  of 
advertisers.  Ideal  candidates  will 
possess  strong  interpersonal  skills  with 
a  keen  sense  to  build  teamwork, 
enhance  staff  performance  and  foster 
diversity. 

We  offer  an  excellent  salary  and  com¬ 
mission  program,  competitive  benefit 
plan,  and  an  opportunity  for  career 
growth  in  a  challenging  and  diverse 
environment.  Applicants  may  fax  their 
resume  and  salary  requirements  to: 
Detroit  Newspapers,  Human 
Resources,  Sales  Director  Position,  at 
(313)  222-2562. 


Gossip  is  the  id  rather  than  the  superego 
of  journalism. 

Jeff  Greenfield 


WELCOME  TO  MONTANA 

Narthwest  Montana's  fastest  growing 
doily  newspaper  is  seeking  the  nation's 
best  advertising  telemarketing  man¬ 
ager  to  lead  our  rapidly  growing 
inside  sales  department. 

We  seek  an  experienced,  highly 
motivated  and  aggressive  professional 
to  guide  the  continued  growth  of  our 
inside  sales  division.  You  will  be 
responsible  for  increasing  revenues 
from  current  customers,  new  customers, 
with  a  special  emphasis  on  promotion 
development. 

The  quality  of  life  is  unbeatoble  in  the 
Flathead  Valley!  With  our  lakes,  moun¬ 
tains  and  Glacier  National  Park,  you'll 
enjoy  the  beauty  and  outdoor  activities 
that  make  Montana  famous. 

This  position  reports  directly  to  the  Pub¬ 
lisher.  Competitive  salary  and  MBO 
package.  Full  insurance  and  401  (k) 
retirement  benefits. 

If  you're  the  best  telemarketing  man¬ 
ager  in  the  country  and  are  looking  for 
an  improved  lifestyle,  we  want  to  hear 
fram  yau!  Send  your  resume  to: 

Ron  Peterson,  Publisher 
The  Daily  Inter  Lake 
727  E.  Idaho  Street 
Kalispell,  MT  59904 


SOUTHERN  CALIFORNIA  BOUND!! 

Beaches,  mountains,  desert  or  in 
between  -  it's  here! 

We  are  Trader  Publishing  Company, 
the  largest  publisher  of  photo  ad  mag¬ 
azines  in  the  world.  We  have  many 
career  opportunities  available  such  as 
Sales  Management,  Sales,  Production 
Management,  etc. 

If  you  are  looking  for  a  change  and 
want  to  join  a  dynamic,  exciting, 
challenging  campany,  please  send 
resume  to  5536  Inland  Empire  Blvd., 
Ontario,  CA  91764  or  for  a  fast 
response  fax  to  (909)  484-441 6. 

E/O 

Drug  Testing  Employer. 


PURCHASE  ME! 
1996 

Editor  &  Publisher 
International 
Year  Book 
Order  your  copy 
through  E&P's 
Circulation 
Department  at 
(212)  675-4380 
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HELP  WANTED 


ACADEMIC 


MASS  COMMUNICATIONS 
Oklahoma  City  University  is  seeking  an 
Assistant  Professor  (tenure  track)  to 
advise  THE  CAMPUS  weekly  student 
newspaper,  teach  print  journalism, 
newswriting  courses  and  some  public 
relations  courses.  The  Mass  Communi¬ 
cations  Department  is  committed  to 
new  technologies  and  the  successful 
candidate  will  be  expected  to  hove 
strong  academic  credentials  (M.A.  in 
mass  communications  required,  Ph.D. 
preferred)  and  experience  with  print 
journalism  and  desktop  publishing. 
Salary  is  regionally  competitive.  Send 
letter  of  applications,  curriculum  vitae, 
all  transcripts  and  three  letters  of  recom¬ 
mendations  to:  Dr.  Leo  G.  Werneke, 
Dean,  Petree  College  of  Arts  and 
Sciences,  Oklahoma  City  University, 
2501  N  Blackwelder,  Oklahoma  City, 
OK  73106.  Application  deadline  is 
June  30,  1996.  Oklahoma  City  Uni¬ 
versity  is  a  liberal  arts  university  of 
approximately  4,500  students  and  is 
affiliated  with  the  United  Methodist 
Church.  Oklahoma  City  University  is 
an  affirmative  action/equal 
opportunity  employer. 


CIRCUIATKDN 


CIRCULATION  DIREaOR 
An  85,000  doily  circulation  and 
1 25,000  Sunday  circulation  newspa¬ 
per  located  in  Zone  5  is  looking  for  a 
Circulation  Director.  This  is  an  excellent 
opportunity  in  an  afternoon  market  for 
a  circulation  person  with  a  proven 
track  record.  The  ideal  candidate  will 
have  at  least  five  years  of  circulation 
experience  in  a  union  environment. 
They  will  also  have  the  ability  to 
motivate,  train,  and  guide  the  depart¬ 
ment  through  a  reorganization 
designed  to  improve  our  ability  to  ser¬ 
vice  our  customers.  Pleose  send  a  cover 
letter,  resume  and  salary  history  to  Box 
07748,  Editor  &  Publisher. 


ACADEMIC 


ORCUIATION 


CIRCULATION  DIREaOR  for  27,000- 
plus  7  day  morning  independent 
newspaper  in  a  growing  Zone  6 
market.  Emphasis  would  be  on  market¬ 
ing  a  superior  product.  Compensation 
would  include  salary  and  bonus,  based 
on  performance.  AAarketing  experience 
and  degree  would  be  o  plus.  Reply  to 
Box  07764,  Editor  &  Publisher. 


SINGLE  COPY  SALES  MANAGER 
Zone  2  metro  is  seeking  o  Single  Copy 
Sales  Manager  ta  lead  the  team 
responsible  for  sales,  distribution  and 
collections.  Must  have  experience  in 
newspaper  circulation  management 
and  all  aspects  of  single  copy  soles. 
Send  cover  letter,  resume  and  salary 
history  to  Box  07761,  Editor  &  Pub¬ 
lisher. 


ACADEMIC 


_ CIRCULATION _ 

THE  TRIBUNE,  a  30,000  Southeast 
Florida  daily  newspaper  seeks  an  Assis¬ 
tant  Circulation  Director.  Qualified 
candidates  must  have  a  minimum  of  5 
years  supervisory  experience  in  Circula¬ 
tion  Sales  and  Home  Delivery  Distribu¬ 
tion.  We're  looking  for  a  high  energy 
professional  to  work  with  the  Circula¬ 
tion  Director  toward  achieving  circula¬ 
tion  growth  in  a  highly  competitive 
market  while  providing  the  very  best  in 
customer  service.  Benefits  package 
includes  401  (k),  pension,  salary  range 
32  to  38K.  Send  resume  and  cover  let¬ 
ter  to  The  Tribune,  600  Edwards  Road, 
Fort  Pierce,  FL  34982  Attn:  George  H. 
Cogswell  III  or  Fax  to  (407)  461  -4447. 

MIDWEST  HOME  DELIVERY 
MANAGER 

Major  Fortune  500  company  with 
operatians  throughout  the  Nation  has 
an  exciting  oppartunity  in  the  circula¬ 
tion  department  based  in  the  Chicago 
area. 

The  selected  candidate  will  perform  a 
variety  of  service  related  functions, 
including  overseeing  home  delivery 
personnel,  preparing  budgets,  review¬ 
ing  service  performance  levels,  opprov- 
ing  payroll  and  expenses  and 
coordinating  reengineering  initiatives. 

Qualified  candidates  shauld  have  five 
(5)  years  of  managerial  experience, 
strong  PC  skills  (Excel,  Word,  Lotus 
Notes,  etc.),  a  willingness  to  travel 
extensively  thraughaut  the  Midwest, 
and  an  ability  to  communicate 
effectively  both  verbally  and  in  writing. 
Four  year  College  degree  required. 


Columbia  University  invites  applications  and  nominations  (or  the 
position  of  Dean  of  the  Graduate  School  of  Journalism.  The  Dean 
provides  professional,  intellectual,  and  administrative  leadership 
for  the  activities  of  the  School  and  develops  programmatic  links 
between  the  School  and  other  Columbia  University  schools, 
departments,  and  programs. 

The  Dean  should  have  extensive  experience  and  recognized 
achievement  in  journalism  or  journalism  education,  familiarity  with 
print  and  broadcast  media  as  well  as  the  role  of  new  communi¬ 
cations  technologies  in  journalism,  demonstrated  leadership  and 
management  ability,  and  the  capacity  to  expand  the  School’s 
external  support. 

The  Graduate  School  of  Journalism  educates  professional  journal¬ 
ists  through  a  master’s  degree  program,  mid-career  fellowship  pro¬ 
grams,  and  a  doctoral  program.  The  School  also  monitors  and 
rewards  excellence  in  the  profession  through  the  administration  of 
journalism’s  most  prestigious  awards,  including  the  Pulitzer 
Prizes,  the  duPont-Columbia  Awards  for  Television  and  Radio 
Journalism,  the  National  Magazine  Awards,  and  the  Maria  Moors 
Cabot  Prizes  for  Latin  American  Reporting.  The  School  also  pub  ¬ 
lishes  the  Columbia  Journalism  Review. 

Submit  applications  to  Provost  Jonathan  Cote,  Chair,  GSJ  Dean 
Search  Committee,  Columbia  University,  205  Low  Library,  Mail 
Code  4313,  535  West  116th  Street,  New  York,  New  York  10027. 
Telephone:  (212)  854-2404;  fax:  (212)  932-0418;  e-mail; 
jrc5@columbia.edu.  Review  of  applications  will  begin  mid-May 
and  continue  until  a  candidate  is  selected. 


Columbia  University 


If  interested,  please  send  resume  in  con¬ 
fidence  to  Box  07762,  Editor  &  Pub- 
lisfier. 


We  take  affirmative  action  toward  equal  employment  opportunity.  Minorities 
and  women  are  especially  encouraged  to  apply. 


COMPUTER  TECHNOLGY 

ASSISTANT  SYSTEMS  DIREQOR 

Army  Times  Publishing  Company  in 
Springfield,  seeks  an  outstanding  indi¬ 
vidual  ta  assist  director  in  providing 
technical  leadership  ana  help  to 
manage  and  direct  our  informational 
systems  requirements.  Will  assist  with 
implementatian  (still  in  progress)  and 
support  of  new  prepress  systems;  pub¬ 
lication  production  prior  to  plate  or 
film;  and  company-wide  support,  ttwin- 
tenance,  and  limited  operations  for 
other  systems  including  systems  selec¬ 
tion  and  assurance  or  company-wide 
coherence  in  systems. 

The  successful  candidate  will  have 
experience  with  a  UNIX-based  open 
architecture  system;  QuarkXPress 
editorial  system;  Digital  integrator;  and 
Novell  network.  Degree  preferred. 
Excellent  communication  skills 
required.  Individual  will  be  an  able- 
manoger  and  communicate  in  an 
environment  where  operating  depart¬ 
ments  with  varying  objectives  expect 
immediate  support  and  guidance. 

We  offer  a  competitive  salary  and 
comprehensive  benefits  program. 
Please  send  cover  letter,  resume,  and 
salary  requirements  to  Army  Times 
Publishing  Company,  Attn:  Human 
Resources  #EP-56-96,  6883  Com¬ 
mercial  Drive,  Springfield,  VA  22159 
or  Fax  to  (703)  750-8129. 
MINQRITIES  ENCOURAGED  TO 
APPLY  M/F/V/H 

DATA  PROCESSING 

THE  OREGONIAN  is  seeking  a  hands- 
on  Business  Systems  Manager.  The 
ideal  candidate  will  possess  a  working 
knowledge  of  business  applications 
(AP/GL/AR),  networks,  mainframes, 
PC's,  UNIX-based  platforms,  telecom¬ 
munications  and  standard  application 
development  techniques.  A  minimum  of 
two  years  management  experience 
and  bachelors  degree  in  computer 
science  and/or  five  years  equivalent 
experience  is  needed.  Excellent 
interpersonal  communication  skills 
required. 

We  offer  a  competitive  salary  and 
benefits  package,  along  with  a  desira¬ 
ble  quality  of  life.  Send  resume  and 
salary  requirements  to  Employment 
Manager,  The  Oregonian,  1320  S.W. 
Broadway,  Portland,  OR  97201. 
Deadline:  5/31/96  EOE 

EDfTORiAL 

ASSISTANT  SPORTS  EDITOR 
The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  AM  Gannett  daily,  is  seeking 
an  assistant  sports  editor  who 
possesses  strong  leodership,  creativity 
and  editing/presentation  skills. 
Responsibilities  include  assisting  in 
planning  coverage,  supervising  our 
10-person  staff  and  overseeing  editing 
and  production  of  the  section.  Please 
send  resume  and  a  half-dozen  samples 
of  your  best  work  to  Rick  Jensen, 
editor,  Observer-Dispatch,  221 
Oriskany  Plaza,  Utica,  NY  13501.  We 
value  diversity. 

All  news  is  an  exaggeration  of  life. 

Daniel  Schorr 
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HELP  WANTED 


EDfTORIAL 


ACCEPTING  RESUMES  from  experi¬ 
enced  reporters  for  stringer  work.  Zone 
2  preferred,  but  not  essential.  Report 
on  variety  of  feature  stories  for  30,000 
AM  doily.  If  you  have  2-3  years 
newsroom  experience,  thrive  on  a  nar¬ 
rative  writing  style,  have  online  access 
and  want  to  earn  extra  dollars,  please 
reply  with  resume  and  writing  samples 
to  editor@prolog.net. 


AGGRESSIVE  Major  Market  Zone  9 
weekly  business  publication  seeks 
superstar  editor  to  take  paper  to  the 
next  level.  Candidate  must  have 
dynamic  vision  to  lead,  think,  create, 
and  motivate,  not  simply  assign, 
delegate,  and  put  out  a  paper. 
Attractive  compensation  package 
available  for  editor  who  believes  in 
possibilities  rather  than  limits.  Send 
resume  to  Box  07255,  Editor  &  Pub¬ 
lisher. 


COPY  EDITOR  and  REPORTER  -  Both 
positions  require  speed  and  superior 
grammar  skills.  Send  resume  to:  The 
Daily  Times,  P.O.  Box  450,  Farm¬ 
ington,  NM  87499. 


EDITORIAL 


EDITORIAL 


American  Federation  of  State,  CounF/ 
and  Municipal  Employees/ AFL-CIO 
PUBUCATIONS  ASSOCIATE 

AFSCME  seeks  a  writer  to  plan, 
develop  and  write  news  stories  for 
Union  publications.  Initiate  story  lines, 
write  news  pieces,  seek  out  and 
develop  feature  articles.  Develop  major 
stories  through  interviews,  investiga¬ 
tions  and  observations.  Provide  direc¬ 
tion  to  photographers.  Proofread,  edit, 
and  work  on  graphic  layout  of  different 
publications.  Degree  required  and  4-6 
years  of  experience.  Knovdedge  of  writ¬ 
ten  media,  labor  movement,  politics, 
and  union  organizing  desired.  Ability 
to  write  op-eds,  news  articles,  news 
releases,  advertisements.  Some  travel  is 
required.  Complete  benefit  package 
and  generous  leave  policy.  Send 
resume  and  salary  requirements  to 
Marianne  Brown,  HR  Department, 
1625  L  Street,  NW,  Washington,  DC 
20036.  Proud  to  be  an  Equal 
Opportunity  Employer-M/F/D/V 


EDfTORIAL 


UNIQUE  OPPORTUNITY  FOR  SENIOR  JOURNALIST 


Deloitte  &  Touche  LLP,  one  of  the  world's  leading  professional 
services  firms,  offers  an  unique  opportunity  for  an  experienced 
journalist  with  strong  interpersonal,  interview,  writing,  and 
communications  skills  to  help  build  our  new  and  rapidly  expanding 
Control  Self  Assessment  consulting  practice. 

Control  Self  Assessment  is  an  innovative  process  that  utilizes 
facilitated  workshops  to  personally  involve  client  company  employees 
in  assessing  the  effectiveness  and  efficiency  of  achieving  operations, 
financial  teporting  and  legal  compliance  with  objectives  within  an 
otganization. 

During  the  workshop  phase  of  the  process,  our  consultants  ask  probing 
questions  and  utilize  the  latest  electronic  data  capturing  and  wireless 
anonymous  voting  technology  to  lead  client  employees  in  ferreting 
out  actions  and  issues  critical  to  the  success  of  the  business's  primary 
objective.  Following  the  workshops,  our  consultants  conduct  a 
comprehensive  analysis  of  their  findings  and  prepare  a 
written  assessment  of  the  likelihood  of  achieving  the  primary 
objective.  The  process  is  similar  to  digging  out  the  story  behind  the 
headlines  and  then  writing  it  in  a  compelling  fashion. 

If  you  have  generally  superior  people  skills,  can  plan  projects,  meet 
deadlines,  are  well  organized,  able  to  analyze  data  and  come  to  relevant 
conclusions,  are  mentally  tough  and  computer  literate,  we  can  teach 
you  how  to  be  a  top  flight  CSA  consultant. 

We  have  markets  in  several  mmor  U.S.  cities,  primarily  focusing 
on  filling  needs  in  Los  Angeles,  Chicago,  and  New  York  at  this  time. 
Travel  of  up  to  50%  is  required. 

We  offer  an  outstanding  compensation  and  benefits  package.  Most 
important  of  all,  we  offer  a  challenging  and  rewarding  opportunity  to 
use  skills  you  have  honed  in  the  newsroom  as  the  foundation  for  a 
career  in  an  environment  where  you  can  think  outside  the  box.  If  this 
unique  opportunity  appeals  to  you,  send  us  a  resume  with  salary  history 
in  confidence  to: 

Deloitte& 

Touche  UP 


2200  Ross  Avenue,  Suite  1600 
Dallas,  TX  75201 
Attn:  C.H.  Wilson 
An  Equal  Opportunity  Employer 


EDITORIAL 


ARKANSAS'  best  and  fastest  growing 
medium  daily  newspaper  seeks  lead¬ 
ership  and  vision  of  a  high  energy 
news  executive.  As  editor  or  our  daily 
and  General  Manager  for  News  of  our 
six  weekly  newspapers  you  will  have  a 
team  of  top-notch  journalists  and  local 
ownership  dedicated  to  quality  news¬ 
papers.  Good  pay  and  benefits  plus 
potential  for  future  stock  ownership 
position.  Send  summary  of  experience 
to  Mike  Brown,  Community  Publishers, 
Inc.,  P.O.  Box  1049,  Bentonville,  AR 
72712. 


BANKING/LEGAL  REPORTER 
National  award-winner  and  publisher 
of  multimedia  business  newspaper 
seeks  writer  to  cover  financial,  legal 
news.  Two  yeors'  experience  required. 
Competitive  pay.  Send  resume,  clips  to 
Dept.  E.,  Rochester  Business  Journal, 
55  St.  Paul  St.,  Rochester,  NY  14604. 


AGGRESSIVE  and  lively  100,000  daily 
in  Yale's  hometown  seeks  dynamic, 
innovative  city  editor.  Must  be 
interested  in  urban  affairs  and  have 
strong  reporting,  editing,  story  devel¬ 
opment  and  leadership  drills,  the  ideal 
candidate  might  be  a  city  editor  or  an 
assistant  at  a  comparable  paper  in  an 
urban  setting.  Letter,  resume  and  two 
copies  of  your  paper  to  Jack  Kramer, 
metro  editor.  New  Haven  Register,  40 
Sargent  Drive,  New  Haven,  CT  0651 1 . 
No  colls,  please.  The  Register  values 
and  encourages  a  diversified 
workforce. 


NEEDED:  AGGRESSIVE  COACH  of 
local  news  and  feature  reporters  for  a 
leading  mid-sized  Ohio  daily.  This 
person  will  be  a  management  team 
leader  who  can  continue  and  improve 
upon  staff  development  and  content 
changes  that  are  starting  to  pay  off. 
We  seek  someone  who  can  lead  a  staff 
before  as  well  as  after  the  reporting 
and  writing  process.  The  City  Editor 
also  will  work  to  help  tell  a  story  not 
just  in  words,  but  in  graphics  and 
photos  to  better  serve  readers.  Ideal 
candidates  will  have  daily  reporting 
experience  on  a  daily  paper,  and  be 
well  organized.  Work  with  developing 
reporting  teams  is  a  plus.  Send  cover 
letter  explaining  your  management 
style,  what  you  would  contribute  and 
what  you  wish  to  learn,  plus  a  resume 
and  examples  of  your  editing  work  to 
Ray  Sullivan,  editor.  The  Lima  News, 
3515  Elida  Road,  P.O.  Box  690,  Lima, 
OH  45802-0690. 


CONSCIENTIOUS,  skilled  reporter 
needed  to  produce  clean,  crisp  copy 
and  quality  photographs  for  small, 
feisty  Caribbean  weekly.  Must  be  Mac 
savvy,  and  have  pleasant  personality 
to  fit  in  with  small  team.  Salary  $225/ 
week.  Rush  resume,  clips  to  Box 
07339,  Editor  &  Publisher. 


CULTURE/NEW  MEDIA  EDITOR  with  5 
years'  newsroom  editing/supervisory 
experience  sought  to  take  our  web/ 
bbs/print  youth  content  to  new  heights. 
E-mail  resume  to  oalesbic@aol.com. 


Hindsight  is  the  only  exact  science. 

Theo  Kojak 


COPY  EDITORS  WANTED:  A  26,000 
circulation  Knight-Ridder  newspaper  in 
a  Big  Ten  university  town  is  seeking 
copy  editors  with  one  year's  experi¬ 
ence  to  fill  anticipated  openings  in 
features  and  news.  If  you  can  write 
sparkling  headlines,  edit  cleanly  and 
design  creative  layouts,  we  want  to 
hear  from  you.  Experience  with  QuarkX¬ 
Press,  Photoshop  and  .Macintoshes  is 
required.  Send  resume  to  Russell 
Frank,  News  Department,  Centre  Daily 
Times,  P.O.  Box  89,  State  College,  PA 
16804. 


COPY  EDITOR 

The  Stuart  News,  a  growing  36,300- 
circuiation  daily  (44,400  Sunday) 
Scripps  Howard  newspaper  on  Flor¬ 
ida's  southeast  coast,  is  looking  for  a 
quality  copy  editor  with  strong  editing, 
headline  writing  and  design  skills. 
Daily  copy  desk  experience  is 
required.  Please  send  cover  letter, 
resume,  clips  and  references  to  Allan 
Schilling,  news  editor.  The  Stuart 
News,  P.O.  Box  9009,  Stuart,  FL 
34995-9009. 


EDITOR 

One  of  Wisconsin's  largest  non-daily 
newspapers  seeks  dynamic,  experi¬ 
enced  leader  to  continue  on  the  path  to 
excellence.  Very  strong  journalistic  and 
managerial  skills  are  essential  to  this 
effort,  in  a  community  full  of  news,  in 
one  of  the  country's  most  beautiful 
areas.  Send  cover  letter,  resume,  writ¬ 
ing  samples  and  references  to:  Chris 
Wood,  general  manager.  Door  County 
Advocate,  233  N.  Third  Avenue, 
Sturgeon  Boy,  Wl  54235. 


EDITOR  FOR  1 1 ,000  circulation,  six- 
day  family-owned  newspaper  in 
Northeastern  Connecticut.  We  are 
growing  and  are  looking  for  the  right 
person  to  immerse  themself  in  our  com¬ 
munity,  while  keeping  an  objective  eye 
on  its  events.  Applicants  must  have 
previous  editing  experience,  the  ability 
to  write  gripping  editorials,  and  excep¬ 
tional  organizational  skills.  We  are  the 
real  thing,  publishing  in  a  very  nice 
area  to  live.  Send  copies  of  work  and 
resume  to  Kevin  Crosbie,  publisher. 
The  Chronicle,  P.O.  Box  148,  Willi- 
mantic,  CT  06226-01 48. 


ENTERTAINMENT  REPORTER 
Join  our  entertainment  team  at  the 
1 00,000-circulation  daily  at  the  foot  of 
Pikes  Peak.  General  assignment  writer 
will  cover  everything  from  national 
performers  to  local  festivals  for  our  40- 
page  entertainment  tabloid  and  daily 
entertainment  page.  Knowledge  of 
both  pop  culture  and  fine  arts  essential. 
Ideal  candidate  should  be  able  to  put  a 
fresh  spin  on  events-oriented  previews 
and  inject  a  sense  of  fun  and  hipness 
throughout  entertainment  coverage. 
Minimum  two  years'  writing  experi¬ 
ence,  and  some  copy  editing  skills 
would  be  a  plus.  Send  resume  and 
clips  to  Susan  Edmondson,  entertain¬ 
ment  editor.  Gazette  Telegraph,  P.O. 
Box  1779,  Colorado  Springs,  CO 
80901.  Please,  no  more  than  one 
review  in  clips  package. 


FAX  YOUR  AD  TO 
I  (212)929-1259 
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IN  AN  INCREASINGLY  Global  Market, 
journalist  with  overseas  experience 
nave  an  edge.  The  Budapest  Sun, 
Hungary's  award-winning  English- 
language  newspaper,  is  seeking  a  busi¬ 
ness  editar.  Ideal  candidate  will  have 
three  to  five  years'  daily  or  trade  pub¬ 
lication  experience.  The  business  editor 
will  be  expected  to  expand  and 
improve  secfion.  Expect  a  tough  work¬ 
ing  environment  and  local  wages.  The 
payoff  will  come  in  experience.  Send 
letter,  lesume  and  clips  to  Managing 
Editor  Kate  Ratcliffe,  The  Budapest  Sun, 
BP  114,  PF.  99,  1525  Budapest, 
Hungary.  Fax  (01 1  36-1)161-1413. 


LOCAL  EDITOR  for  top-quality, 
employee-owned  24,000  daily  in 
southeast  Michigan.  Responsible  for 
entire  local  news  package,  supervising 
13  reporters  and  photographers.  Look¬ 
ing  for  strong  leader  who  wants  ta 
work  with  excellent,  veteran  staff  in  a 
team  atmosphere  to  provide  indispensa¬ 
ble  news  and  informatian.  Good  writ¬ 
ing/editing/design  and  people  skills, 
college  degree  and  at  least  3  years 
supervisory  work  are  musts.  Pagination 
experience  a  plus.  If  you  want  to  work 
hard,  put  out  an  excellent  newspaper 
and  have  some  fun,  send  resume, 
cover  letter  and  at  least  5  samples  of 
your  work  to  Deborah  Saul,  managing 
editor,  Monroe  Evening  News,  P.O. 
Box  1 1 76,  Monroe,  Ml  481 61 . 


MAGAZINE  EDITORS 
Expanding  national  consumer  maga¬ 
zine  seeks  energetic  seniar  editar  and 
associate  editor.  Emphasis  on  assign¬ 
ing,  editing,  writing.  Must  understand 
magazine  style.  Mac  experience  a 
plus.  Occasional  travel.  Resume  and 
published  samples  to:  Editor,  Boating 
World  Magazine,  2100  Powers  Ferry 
Road,  Atlanta,  GA  30339. 


MANAGING  EDITOR  saught  bv 
award-winning  county  seat  daily  with 
8,000  circulatian  in  fast-grawing  Zane 
5  county.  National  colar-reproductian 
winner.  Work  with  10  full-timers, 
dozen  part-timers.  Macintash  system 
includes  Baseview/News  Edit,  QuarkX¬ 
Press,  Aldus/Freehand,  Adobe/ 
Photoshop.  Send  resume,  samples  to 
Box  07755,  Editor  &  Publisher  by  May 
17. 


MANAGING  EDITOR:  13,000 
Midwest  PM  daily  seeks  a  news  staff 
leader  who  will  push  the  news  depart¬ 
ment  to  the  next  level  of  excellence. 
Excellent  writing/editing/design  and 
people  skills,  college  degree  and  pre¬ 
vious  daily  newspaper  experience  are 
required.  Please  send  complete 
resume,  cover  letter  and  at  least  three 
samples  of  your  work  to  Box  07760, 
Editor  &  Publisher. 

METRO  EDITOR  -  Are  you  ready  to 
step  up  to  a  big  challenge  at  a 
dynamic,  no-nonsense  daily?  The 
Scrantan  Times  and  Tribune  seeks  a 
night  metra  editar  to  lead  our  AM 
newspaper  to  new  heights.  We  need 
someone  who  wants  to  manage  the 
news  and  not  be  swept  away  by  it. 
Candidates  need  five  years  of 
newsroom  management  experience 
and  a  letter  telling  us  why  we  shauld 
interview  you.  Send  it  with  a  resume  to 
Robert  L.  Burke,  managing  editor,  149 
Penn  Avenue,  Scranton,  PA  1 8503 


NEWS  EDITOR 

Investigative  news  animal  sought  by 
scrappy  Silicon  Valley  alternative 
newsweekly  ta  head  its  reporting  team. 
Must  have  hands-on  experience  with 
public  records  and  lying  politicians 
and  the  clips  to  prove  it.  Also  required: 
great  sense  of  style,  freshness  of 
perspective,  and  ability  to  make  stories 
airtight  and  bulletpraof.  Excellent 
salary,  benefits  and  growth  potential 
with  farward-thinking,  fast-growing 
independent  media  group.  Send  your 
stuff  to  Sharon  Street,  Metro  Newspa¬ 
pers,  550  S.  First  St.,  San  Jose,  CA 
95113 

or  e-mail:  sharan@livewire.com. 


NEWSPAPER  MANAGING  EDITOR 

Daily  newspaper  in  Central  Iowa,  is 
looking  for  someone  to  take  the  top 
spot  in  its  newsroom.  The  person  must 
have  previous  newspaper  editing  and 
layout  experience.  Macintosh  and 
QuarkXPress  experience  would  be 
helpful. 

Our  seven  day  daily  focuses  on  local 
news  and  the  successful  candidate  must 
hove  a  solid  background  in  this  areo. 
Other  responsibilities  include  directing 
and  managing  the  news  staff,  writing 
editarials,  and  warking  with  the  rest  of 
our  management  team.  Good  salary, 
401  (k),  plus  benefits. 

Send  resume,  capies  of  your  newspa¬ 
per  that  will  illustrate  your  layout 
ability,  writing  samples,  and  salary  his- 
tary  to:  Publisher,  Times-Republican, 
P.O.  Box  1  300,  Marshalltown,  lA 
50158 


EDITORIAL 


EDfTORlAL 


National  Sports  Jobs  Weekly,  PO  Box 
5725  Glendale  AZ  85312,  (602)  933- 
4345,  http://www.sportsjabs.com,  4 
issues  for  $39,  1 3  issues  for  $89. 


PAGE  DESIGNER 

Gannett  newspaper  (35,000  daily,  ; 
50,000  Sunday)  in  Finger  Lakes  region 
of  Upstate  New  York  seeks  a  creative 
editor  wha  can  combine  type,  graphics 
and  phatos  to  make  our  pages  sparkle. 
QuarkXPress  skills  essential  for  this 
fast-paced,  hands-on  position.  To 
apply,  send  a  letter,  resume,  samples 
of  best  work  and  a  week's  worth  of 
tearsheets  to:  Charles  W.  Nutt,  editor, 
Star-Gazette,  201  Baldwin  Street,  P.O. 
Box  285,  Elmira,  NY  14902.  The  Star- 
Gazette  is  an  equal  opportunity 
employer. 


PART  TIME  QuarkXPress  layout  design 
person  for  medical  newspaper  located 
in  Sag  Harbor  Person  must  also 
perform  secretarial  and  other  clerical 
functions.  New  and  previous  appli¬ 
cants  should  also  reapply.  Mr.  Wvatt 
(516)725-2290. 


REPORTER  -  The  Leader,  a  16,000 
circulatian  newspaper  that  loaks  and 
acts  bigger  is  looking  for  a  reporter 
.  who  can  ga  after  the  big  story.  We  are 
an  aggressive  newspaper  that  wants 
the  best  in  the  news  and  features.  We 
wauld  like  someone  with  experience, 
but  would  accept  an  exceptianal  can¬ 
didate  coming  out  of  college.  Send 
clips  and  resume  ASAP  to  Mike 
Gossie,  managing  editor.  The  Leader, 
Bax  1017,  Corning,  NY  14830-0817, 
or  fax  to  (607)  936-9939.  If  you  have 
questions,  call  Managing  Editor  Mike 
Gossie  at  (607)  936-4651  ext.  1 1  or 
City  Editor  John  Kelleher  at  (607)  936- 
4651  ext.  17. 


EDITORIAL 


Sr.  Associate 
Food  Editor 


Meredith  Corporation’s  Better  Homes  and  Gardens  magazine 
seeks  creative  associate  editor  to  generate  recipes  and  story  con¬ 
cepts,  write/edit  food  articles,  and  supervise  food  photography. 

The  successful  candidate  will  have  a  college  degree,  preferably 
in  journalism,  with  an  emphasis  on  food/nutrition.  A  minimum  of 
three  years’  solid  writin^editing  experience  in  magazine,  newspaper 
or  food  industry  is  required.  Must  possess  superior  communication, 
creative,  conceptual  and  organizational  skills;  and  the  ability  to 
work  under  pressure. 

Location;  Des  Moines,  lA 

Send  resume,  writing  and  photo  samples,  and  cover  letter  with 
salary  history  in  confidence  to: 


yMeredith 

I  CORPORATION 


Mrs.  K.  Bock,  Supervisor  Corporate 
Staffing  Services/Dept.  155EP 
Meredith  Corporation 

1716  Locust  Street,  Des  Moines,  lA  50309-3023 
FAX:  (515)  284-2958.  e-mail:  kbock@dsm.mdp.com 

An  Equal  Opportunity  Employer 
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MANAGING  EDITOR:  Small  Carib¬ 
bean  weekly  seeks  editor/manager  to 
be  responsible  for  all  aspects  of 
editorial  content.  Must  be  able  to  ^  it 
all — reporting,  layout  of  tabloid, 
headline  writing,  etc.  Looking  for  expe¬ 
rienced  person  who  is  willing  to  work 
for  small  salary  while  we  grow.  While 
we  seek  hard-working  and  self- 
motivated  individual,  personality  and 
ability  to  get  along  with  everyone  in 
this  multi-racial  but  predominantly 
Afro-American  community  is  essential. 
Send  clips  and  resume  to  Box  07768, 
Editor  &  Publisher. 


REPORTER  --  Experienced  general 
reporter  for  weekly  paper  in  a  small 
country,  desert  community  near  Las 
Vegas.  Experienced  means  you  know 
how  to  generate  a  lot  of  stories, 
explain  the  news,  and  stick  with  stories 
until  they  are  completed.  Lively  political 
scene  and  interesting  personalities.  Com¬ 
petitive  salary.  Willing  to  relocate  to  an 
area  that  you  can  reel  safe  to  raise 
your  family  in.  Send  resumes  and  clips 
to  Publisher,  Gazette.  1330  Hwy  160, 
#3,  Pahrump,  NV  89048. 


REPORTER  FOR  Virginia's  best  weekly, 
with  strong  on-line  presence.  Send  let¬ 
ter,  resume,  clips  to  Editor,  The  Fau- 
;  quier  Citizen,  P.O.  Box  3430,  War- 
'  renton,  VA  22186. 


REPORTER-Moine  70,000  daily  seeks 
ambitious,  self-starting  reporter  with 
excellent  writing  skills  for  one-person 
bureau  in  rural  county  seat  on 
Downeast  coast.  Musts:  proven  ability 
to  produce  hard  news  and  features  on 
deadline;  good  news  judgment,  includ¬ 
ing  the  aoility  to  spot  trends  and 
feature  ideas;  flexibility  to  balance 
diverse  assignments,  from  blueberry 
harvests  to  murder  trials,  in  a  fast- 
paced  team  setting.  Unlimited  potential 
and  motivation  more  important  than 
extensive  experience.  Send  resume  and 
clips  to  Attn:  Robert  Kelleter,  Bangor 
Daily  News,  491  Main  St.,  P.O.  Box 
1 329,  Bangor,  ME  04402-1329. 


REPORTER:  The  Journal-Standard  in 
Freeport,  IL,  (6-day  PM,  18,000  circ.) 
is  an  award-winning  newspaper  strong 
in  design,  news  reporting  and  sports. 
Now  we  need  to  liven  things  up!  We 
are  seeking  a  reporter  to  focus  on 
features,  as  well  as  revive  our  religion, 
health  and  entertainment  and  recrea¬ 
tion  beats.  Creativity  and  wit  are 
required.  Some  daily  newspaper  expe¬ 
rience  is  preferred.  Send  resume,  cover 
letter  and  clips  to  Jeff  Rogers,  manag¬ 
ing  editor.  The  Joumal-Stondard,  27  S. 
State  Avenue,  Freeport,  IL  61032. 


Award-winning,  mid-sized  Ohio  daily 
that  keeps  getting  better  will  hire  an 
ambitious  reporter  with  ability  to  write 
hard  news  and  features,  and  who  can 
help  identify  graphic  and  photo 
opportunities.  This  person  will  be  com¬ 
fortable  developing  routine  and  com¬ 
puter-assisted  assignments  with  peers 
and  editors.  Some  experience  pre¬ 
ferred,  team  reporting  a  plus.  College 
graduates  with  at  least  one  daily 
internship  will  be  considered.  We  are 
35,500  daily/45,500  Sunday  in  NW 
Ohio.  Send  cover  letter,  resume  and  6- 
1 0  clips  showing  variety  of  wodr  to  Jim 
Krumel,  ME,  The  Lima  News,  3515 
Elida  Road,  Lima,  OH  45802-0690. 
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FEATURES  EDITOR  -  Know  how  to  j  ROOM  TO  WRITE 


reach  people  where  they  live,  work 
and  play?  Must  aggressively  lead 
features  team  and  understand  how  to 
be  mentor.  Send  letter,  resume,  clips: 
ME,  The  Hour,  346  Main  Avenue, 
Norwalk,  CT  06851 . 

METRO  EDITOR  -  Ready  to  run  hungry 
team?  Work  with  Zone  1  ME  who  lets 
you  lead.  You'll  need  talent,  energy, 
ego  to  survive  reporter-driven  newsroom. 
Grammar,  graphics,  storytelling, 
organization  vital.  Send  letter,  resume  to 
Box  07769,  Editor  &  Publisher. 

REPORTERS 

San  Francisco  daily  legal  newspaper 
owned  by  Americon  Loiter  Media  has 
openings  to  cover  courts  or  the  busi¬ 
ness  of  law.  Seeking  ambitious 
reporters  who  can  write  smart,  sharp 
daily  and  enterprise  stories  and  cover 
a  beat  in  a  competitive  market. 
Resume,  clips  to  Richard  Barbieri, 
executive  editor.  The  Recorder,  625 
Polk  Street,  Suite  500,  San  Francisco, 
CA  94102-3368.  No  calls. 

REPORTER 

The  Las  Vegas  Business  Press  is  looking 
for  an  experience  reporter  with  finon- 
cial  reporting  background.  Salary  plus 
benefit  package.  Fastpaced  creative 
working  environment.  Send  clips  and 
resume  to  Aaron  Cohen,  Wick  Com¬ 
munications,  3335  Wynn  Road,  Las 
Vegas,  NV  89102. 

REPORTER 

The  Patriot  Ledger  hos  openings  for 
experienced  daily  newspaper  reporters 
interested  in  aggressive  local  news  cov¬ 
erage.  These  jobs  are  in  towns  in  the 
competitive  Boston  market  and  require 
someone  who  knows  how  to  get 
beyond  town  hall  and  into  the  com¬ 
munity.  Send  a  cover  letter,  resume 
and  writing  samples  to  City  Editor  Ran¬ 
dall  Keith,  P.O.  Box  9159,  Quincy, 
MA  02269-91 59. 

ROOM  AT  THE  TOP 

The  Dallas  Observer  is  looking  for  an 
editor  to  lead  its  staff  of  award¬ 
winning  journalists.  We  want  an  editor 
with  news  and  feature  experience, 
someone  who  can  help  the  staff  gener¬ 
ate  strong  stories  and  guide  beginning 
writers  as  well  as  accomplished  ones. 
The  ideal  candidate  must  be  able  to 
edit  and  write,  leading  by  example 
rather  than  by  dictate.  The  interview 
process  will  include  an  extensive  edit¬ 
ing  test. 

The  Dallas  Observer  is  a  104-page 
news  and  arts  weekly  published  by 
New  Times,  Inc.,  which  also  operates 
in  Phoenix,  Denver,  Miomi,  Houston 
and  San  Francisco.  All  the  New  Times 
papers  put  a  premium  on  quality 
research  and  stylish  writing. 

Qualified  applicants  should  send  a 
cover  letter,  a  resume,  clips  and  three 
well-developed  story  ideas  to: 

Christine  Fleming 
Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 


New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston  and 
San  Francisco.  We  publish  in-depth, 
well-crofted  stories  that  explore  the 
issues,  events  and  personalities  that 
make  our  communities  tick.  Our  stories 
inform  and  entertain  readers,  provoke 
strong  reactions  and  win  national 
awards. 

If  you  understand  the  difference 
between  magazine- style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
serious,  issue-oriented  news  writers  in 
Denver,  Houston  and  San  Francisco. 
We  also  need  another  Spanish¬ 
speaking  reporter  (news  or  feature)  in 
Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SPORTS  COPY  EDITOR  -  APSE  Top  10 
section  winner  for  the  last  four  years 
looking  for  a  creative  layout  person  to 
continue  tradition  of  excellence  in 
sports-minded  community.  Responsible 
for  design  and  layout  of  daily  sports 
section  with  Macintosh-based  pagina¬ 
tion  system  and  QuarkXPress.  Please 
send  resume  and  layout  samples  to 
Ken  Tingley,  sports  editor.  The  Post- 
Star,  P.O.  Box  2157,  Glens  Falls,  NY 
12801. 

ENTRY  LEVEL  REPORTER 

The  Bennington  Banner,  an  8,000 
circulation  (and  growing  fast)  daily  in 
historic  Bennington,  VT  seeks  an  eager, 
creative  general  assignment  reporter 
who  will  also  work  one  night  per  week 
on  the  layout  desk.  Please  express-mail 
a  cover  letter,  resume  and  clips  to:  Jim 
Rogalski,  managing  editor.  The  Ben¬ 
nington  Banner,  425  Main  Street,  Ben¬ 
nington,  VT  05201 . 


SPORTS  COPY  EDITOR 

The  Register-Guard,  a  78,000- 
circulation  AM  daily  in  Eugene,  OR, 
has  an  opening  for  a  sports  copy 
editor.  In  addition  to  excellent  word¬ 
editing  skills,  applicants  must  be  able 
to  demonstrate  strong  page-design 
abilities.  Preference  will  be  given  to 
opplicants  who  have  pagination  expe¬ 
rience.  The  newspaper  is  in  the  process 
of  installing  a  state-of-the-art  Digital 
Technology  pagination  system  running 
on  Power  Macintosh  computers.  Appli¬ 
cants  must  hove  a  degree  from  a  four- 
year  college  or  university.  Qualified 
applicants  must  submit  a  cover  letter, 
resume  and  six  samples  of  pages  they 
have  designed  no  later  than  May  31, 
1996,  to  Sports  Copy  Editor,  The  Reg¬ 
ister-Guard,  Human  Resources 
Department,  P.O.  Box  10188,  Eugene, 
OR  97440. _ 

SPORTS  EDITOR 

The  Kansas  City  Star  is  seeking  a 
Sports  Editor  who  can  energize  a 
diverse  staff  and  put  out  one  of  the  best 
sections  in  America.  Must  be  creative, 
well-organized  and  possess  strong  peo¬ 
ple  skills.  The  ideal  candidate  for  this 
position,  which  carries  the  rank  of  assis¬ 
tant  managing  editor,  should  have 
several  years  of  management  and 
sports  department  experience.  Please 
send  a  letter,  resume  and  clips  or 
tearsheets  to  Mark  Zieman,  managing 
editor/news.  The  Kansas  City  Star, 
1729  Grand  Boulevard,  Kansas  City, 
MO  64108. 

SPORTS  EDITOR  wanted  lor  aggressive 
tabloid  in  one  of  the  last  two- 
newspaper  cities  in  America.  We're 
looking  for  a  person  who  realizes  the 
importance  of  local  sports  and  can 
catch  inaccuracies  BEFORE  they  get 
into  print.  Our  ideal  candidate  has 
strong  management  skills  and  can 
coordinate  the  movements  of  several 
full-  and  part-timers  -  we're  searching 
for  a  person  who  thrives  on  staying 
ahead  of  the  competition  and  takes 
pride  in  producing  a  perfect  section. 

We're  also  looking  for  a  COPY 
EDITOR  who  can  help  run  a  seven- 
person  desk,  design  and  produce  lively 
pages,  give  our  copy  punch  and  write 
juicy  headlines  on  deadline.  Know¬ 
ledge  of  QuarkXPress  a  must. 
Freehand,  Illustrator  and  Leafdesk 
experience  preferred. 

Send  resume  and  samples  to  Mark  A. 
Waligore,  editor.  The  Trentonian,  6(X) 
Perry  Street,  Trenton,  NJ  08602. 

WRITER/EDITOR/ 

ACCOUNT  MANAGER 

Award-winning  editorial  services/ 
graphic  design  firm  needs  top  writer/ 
editor  to  manage  clients  in  area  of  K- 
12  education  reform.  Blue-chip  clients, 
great  co-workers,  competitive  com- 
pensotion.  Prefer  journalism  back¬ 
ground,  client  management  skills, 
knowledge  of  education  issues.  Send 
resume,  3  clips  to:  Jann  Teeple  Hewes, 
KSA  Group,  3030  Clarendon  Blvd., 
Suite  260,  Arlington,  VA  22201,  FAX: 
(703)  528-9692. 


REPORTERS  NEEDED,  full  and  part- 
time,  for  San  Diego  bureau  of  City 
News  Service.  Fax  your  resume  to 
(213)465-3635. 

THE  ADVOCATE 

THE  NATIONAL  GAY  AND  LESBIAN 
NEWSMAGAZINE 

Seeks  Senior  News  Editor.  At  least  five 
years'  solid  experience  in  magazines 
required,  including:  expert  knowledge 
of  national  and  internatianal  news  and 
news  personalities;  excellent  line¬ 
editing  and  copyediting  skills;  ability  to 
supervise  work  of  features  editor  and 
staff  writers;  complete  knowledge  of 
the  Reuters  and  AFP  photo  wires,  the 
AP  news  wire,  and  the  Reuters  news 
wire;  and  a  broad  knowledge  of  the 

a  rights  movement,  and  an  ability  to 
critically  about  it.  Send  resume  to 
News  Editor  Position,  The  Advocate, 
6922  Hollywood  Blvd.,  Suite  1000,  Los 
Angeles,  CA  90028-6148,  or  Fax  to 
(213)  467-6805. 


THE  ANCHORAGE  DAILY  NEWS  is 
looking  for  o  talented  Copy  Editor  to 
be  a  leader  in  producing  our  main 
news  sections.  This  full-time  position 
not  only  requires  good  editing  and 
headline  writing  skills  but  also  ability  in 
the  use  of  color,  graphics  and  design. 

A  minimum  of  five  years  daily  editing 
experience  is  required.  Please  send 
cover  letter,  resume,  work  samples  and 
list  of  references  to  the  Anchorage 
Daily  News,  Attn:  Human  Resources, 
P.O.  Box  149001,  Anchorage,  AK 
99514-9001.  The  Anchorage  Daily 
News  is  an  Equal  Opportunity 
Employer  and  welcomes  a  diversity  in 
applicants. 

THE  DURANGO  HERALD,  a  family 
owned  10,000  circulation  AM  daily 
(almost,  no  Monday)  in  SW  Colorado, 
seeks  a  newsroom  leader  for  a  staff  af 
16.  We  publish  a  Monday  FAX  sheet 
and  a  43,000  twice  montniy  regional 
tab.  Fully  paginated  to  film.  A  Web 
site  is  coming.  Durango  is  a  strong, 
attractive,  growing  community.  Reply 
to  Richard  Ballantine,  publisher,  P.O. 
Drawer  A,  Durango,  CO  81301. 

THE  PALM  BEACH  POST  (185,000 
daily,  230,000  Sunday)  is  seeking  a 
sports  copy  editor.  Layout/design 
experience,  including  work  on  the 
Macintosh,  is  preferred.  Minimum 
experience:  Three  years.  Contact  Tim 
Burke,  executive  sports  editor,  at  (407) 
820-4480  or  tburke@pbpost.com 
THE  SAN  ANTONIO  EXPRESS-NEWS 
is  looking  for  copy  editors  and 
reporters.  Copy  editors  should  have  3- 
5  years  of  daily  newspaper  experience 
and  have  excellent  grammar  and  edit¬ 
ing  skills.  Reporters  should  have  3-5 
years  of  daily  newspaper  experience 
and  possess  strong  reporting  and  writ¬ 
ing  skills  about  a  variety  of  topics. 
Spanish  a  plus  for  both  categories. 
Come  work  in  a  great  city  at  South  Tex¬ 
as's  leading  newspaper.  Please  send 
resumes  and  clips  to  Raul  Reyes,  assis¬ 
tant  managing  editar/daily.  Avenue  E 
and  Third  Street,  P.O.  Box  2171,  San 
Antonio,  TX  78297-2171.  Or  send 
inquiries  to  RReyes@Express-News.Net 

Hollywood  is  the  only  place  where  you 
can  die  of  encouragement. 

Pauline  Kael 
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THE  SAVANNAH  NEWS  PRESS,  an 
80,000  circulation  daily  striving  to  be 
tbe  best,  is  looking  for  enthusiastic  and 
talented  business  reporter  who  can  be 
a  team  player  as  the  newspaper 
expands  its  business  coverage.  We 
reward  initiative,  innovation  and 
reader-orientation.  Two  years  daily 
experience  preferred.  Send  letter, 
resume,  writing  samples  to  Steve 
Thomas,  government  and  business 
editor.  The  Savannah  News-Press,  P.O. 
Box  1088,  Savannah,  GA  31402. 


THE  TEXARKANA  GAZEHE  (33,000 
AM,  7-DAYS)  seeks  a  news  or  sports 
copy  editor/page  designer.  Pagination 
and  QuarkXPress  experience  a  big 
plus.  Night  shift,  may  include 
weekends.  Send  cover  letter,  resume 
and  examples  of  work  to  Anna 
Johnson,  Texarkana  Gazette,  315  Pine 
St.,  Texarkana,  TX  75501 . 

THE  VISAUA  TIMES-DELTA,  an  award¬ 
winning  Central  California  daily  seeks: 

ASSISTANT  CITY  EDITOR;  a  high- 
energy  individual  with  newsroom 
nKinageinent  experience.  Responsibilities 
include  assisting  the  City  Editor  in 
supervising  seven  reporters,  planning 
and  editing,  assigning  photos  and 
graphics,  interaction  with  news  sources 
and  other  members  of  the  community.  BA 
in  journalism  and  3-5  years  daily 
experience  preferred. 

REPORTER:  aggressive  reporter/strong 
writer.  Fluency  in  Spanish  or  Latin 
dialects  encouraged  to  apply  but  not 
required.  1  -2  years  daily  experience 
preferred. 

The  Visalia  Times-Delta  is  owned  by 
Gannett,  Co.  Inc.  and  appreciates  the 
advantages  of  a  diverse  workforce 
through  a  commitment  to  equal  employ¬ 
ment  opportunity.  Send  resumes, 
references  and  samples  to  Kathie  L. 
Davis,  Visalia  Times-Delta,  330  N. 
West  Street,  Visalia,  CA  93291 . 


WEEKENDER  ENTERTAINMENT 
EDITOR 

Hip,  groovy,  experienced  personage 
ne^M  to  oversee  weekly  see-and-do 
tab  for  The  Press-Enterprise  in 
Riverside,  CA,  a  Southern  California 
daily  of  175,000  circulation. 
Personage  should  be  creative,  well 
versed  in  music,  movies,  TV  and  have 
solid  assignment  desk  and  copy  editing 
skills.  Send  clips,  samples,  resume  to 
Sally  Ann  Maas,  assistant  managing 
editor/features.  Box  792,  Riverside, 
CA  92502. 


"WHAT  DOES  THIS  MEAN?" 

"WHY  SHOULD  I  CARE?" 

REPORTER  who  can  answer  those  ques¬ 
tions  for  readers  sought  by  award¬ 
winning  21,000-circulation  daily 
newspaper  in  Zone  3.  Candidate  must 
be  able  to  produce  reader-relevant 
stories  quickly,  accurately  and  with  a 
flair.  Reply  with  resume  and  copies  of 
clips  to  Frork  Trexler,  The  Daily  Times, 
P.O.  Box  9740,  Maryville,  TN  37802- 
9740. 


EMPLOYMENT  OPPORTUNfTIES  j 

$35,000/YR.  INCOME  POTENTIAL.  ! 
Reading  books.  Toll  Free  1  (800)  898-  : 
9778  Ext.  R-51 89  for  details. 


$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list¬ 
ings^ _ 

INFORAAATION  SYSTEMS 

DIREaOR  OF  BUSINESS  SYSTEMS 
Zone  9  newspaper  in  dynamic,  growth 
market  is  seeking  a  technically  strong 
but  people-oriented  individual  to 
manage  its  business  systems  area.  This 
individual  must  hove  at  least  10  years 
of  business  systems  and  management 
experience.  Must  understand  process 
flow,  system  integration  and 
architecture.  Will  be  responsible  for 
advertising,  circulation,  editorial,  finan¬ 
cial,  and  production  systems.  Suc¬ 
cessful  candidate  will  possess  strong 
leadership  and  planning  and  organi¬ 
zational  skills.  Send  resume  and  cover 
letter  in  highest  confidence  to  Box 
07749,  Editor  &  Publisher. 

PROGRAMMER/ ANALYST 

The  Press-Enterprise,  in  Riverside,  Cali¬ 
fornia,  seeks  a  service-oriented  pro¬ 
fessional  to  join  its  systems  team  in  sup¬ 
port  of  the  business  applications.  Suc¬ 
cessful  candidate  will  have  experience 
with  Collier-Jackson's  financials  and 
circulation  in  a  VAX  environment.  Skills 
and  experience  with  UNIX  and  PC's 
are  highly  desirable.  The  position 
requires  previous  newspaper  experi¬ 
ence  and  a  BS/BA  degree  in  MIS  or 
Computer  Science.  We  offer  a  smoke/ 
drug  free  workplace.  Please  send 
resume  including  salary  history  to 
Cheryl  Palmer,  The  Press-Enterprise, 
P.O.  Box  792,  Riverside,  CA  92501 . 

MAILROOM 

ASSISTANT  MAILROOM  MANAGER 

100,000  plus  weekday  morning  and 
afternoon,  130,000  Sunday  circulation 
newspoper  in  Mobile,  AL  seeks  an 
individual  with  strong  supervisory  and 
mechanical  skills  to  assist  current  man¬ 
agement  team.  Candidate  will  possess 
a  minimum  of  five  years  experience 
and  have  strong  organizational  skills 
with  emphasis  on  detailed  written  and 
interpersonal  skills.  In  addition,  person 
should  show  ability  to  motivate  self, 
and  workforce,  and  be  attentive  to 
deadlines,  cognizant  of  maintenance 
issue  and  assist  in  training.  Excellent 
opportunity  for  manager  looking  for 
challenges,  working  for  a  progressive 
company  in  the  newspaper  industry 
with  exceptional  salary/benefits.  Send 
detailed  resume  and  salary  history  to 
Production  Director,  Mobile  Press  Reg¬ 
ister,  P.O.  Box  2488,  Mobile,  AL 
36652. 

When  I  have  been  unhappy,  I  have 
heard  an  opera... and  it  seemed  the 
shrieking  of  winds;  when  I  am  happy,  a 
sparrow's  chirp  Is  delicious  to  me.  But  it 
is  not  the  chirp  that  makes  me  happy,  but 
I  that  make  it  sweet. 

John  Ruskin 


_ MAIUKDOM _ 

MAILROOM  MANAGER  sought  for 
24,000-i-  circulation  daily  in 
Clarksville,  Tennessee  to  oversee  the 
day-to-day  departmental  operation 
and  manage/train/lead  the  14  full¬ 
time  mailroom  employees.  Ideal  candi¬ 
date  will  have  at  least  8  years  of 
mailroom  experience  with  4  of  those 
being  in  a  supervisory  position.  Strong 
mechanical  skills  needed;  equipment 
knowledge  should  include  1 372  AM 
Sheridan  inserter,  Muller  bindery,  and 
Quipp  stacker  and  mail  line.  Good 
salary,  great  benefits.  Call  Pat 
Goodwin  at  1  (800)  829-1809. 

MARKETING 

MAJOR  N.  CALIFORNIA  BAY  AREA 
publisher  seeks  a  Senior  Marketing 
Research  Analyst.  Position  reports  to 
and  regularly  assists  the  Director  of 
Research  &  New  Product  Development. 
Duties  include  interpreting  and  devel¬ 
oping  technical  data  into  useable 
formats  and  presentations  for  sales  sup¬ 
port  and  other  strategic  purposes.  The 
position  includes  some  supervisory 
responsibilities,  and  independent  judg¬ 
ment  and  discretion  is  essential.  Pre¬ 
vious  media  advertising  research  expe¬ 
rience  (preferably  in  newspapers)  and 
a  college  degree  in  marketing  or  a 
related  held  is  required.  The  ideal  can¬ 
didate  will  be  sales-oriented,  a  self¬ 
starter,  have  excellent  communication 
skills,  and  the  ability  to  juggle  multiple 
projects  under  deadline  pressure.  PC 
and  Macintosh  computer  skills,  includ¬ 
ing  Excel,  are  a  must.  Experience  with 
layout,  database,  and  mapping  soft¬ 
ware  is  a  plus.  Excellent  benefit 
package.  EOE.  Please  send  resume 
including  salary  requirements  to:  Box 
07766,  Editor  &  Publisher. 

MARKET  RESEARCH 

KNIGHT-RIDDER  newspaper  in  sunny 
Southern  California  seeks  Research  Ana¬ 
lyst  with  initiative  and  creativity  to  work 
in  exciting  and  competitive 
marketplace.  Ideal  candidate  will  hove 
both  PC  and  MAC  fluency  and 
excellent  written  and  verbal  communi¬ 
cation  skills.  Background  in  market 
research  necessary,  experience  with 
newspaper  syndicated  and  proprietary 
research  studies  a  big  plus. 
Responsibilities  to  include  analyzing 
data  and  producing  accurate  advertis¬ 
ing  presentation  materials.  Send 
resume  with  salary  history  to  Market 
Research  Manager,  Press-Telegram, 
604  Pine  Avenue,  Long  Beach,  CA 
90844  or  fax  to  (3 1 0)  499- 1 463. 


NEED 

FRESH  DATA? 

1996 

Editor  &  Publisher 

Market  Guide 

To  order  your  copy, 
contact  E&P’s 
Circulation  Department 
at 

(212) 675-4380. 


_ NEW  MEDIA _ 

TAKE  YOUR  newspaper  industry 
career  to  the  next  level!  Expanding  NY 
based  new  media  company  seeks 
aggressive  salesperson  to  launch  Chi¬ 
cago  office.  Newspaper  sales/ 
management  or  newspaper  vending 
experience  preferred.  Knowledge  of 
Internet,  computer  literacy  required. 
Resume,  cover  letter,  salary  require¬ 
ment,  FAX  to  (21 2)  226-5842  or 
email  hr@adone.com 

PHOTOGRAPHY 

THE  KANSAS  CITY  STAR  has  an  open¬ 
ing  for  an  entry-level  photojoumalist  in 
its  downtown  office.  The  successful 
candidate  will  probably  have  at  least 
two  to  three  years  experience  in  daily 
newspapers  and  a  bachelor's  degree 
or  equivalent  -  but  all  applications  will 
be  considered. 

Applicants  should  send  a  brief  cover  let¬ 
ter,  a  resume  with  references,  a  slide 
portfolio  with  at  least  20  singles  and 
two  picture  stories,  a  set  of  contact 
sheets  depicting  recent  work  on  a 
picture  story  or  long-term  assignment 
and  a  caption  sheet.  Please  pay  atten¬ 
tion  to  details.  Photographers  at  The 
Star  are  required  to  suDmit  publishable 
captions  with  each  assignment.  Your 
letter,  resume  and  caption  sheet  should 
reflect  your  writing  talent. 

Photographers  at  The  Star  shoot  a 
variety  of  assignments.  Daily  news, 
features,  portraits  and  sports  assign¬ 
ments  are  staples.  Photographers  regu¬ 
larly  rotate  through  a  features  beat 
which  includes  a  Sunday  magazine 
and  are  also  assigned  to  sports  and 
business  beats. 

The  Star  has  290,000  circulation  daily 
and  420,000  circulation  Sunday.  The 
Star  IS  an  equal  opportunity  employer. 
Women  and  members  of  minority 
groups  are  encouraged  to  apply. 
Please  mail  applications  to: 

Tim  Janicke 
AME/Pholography 
The  Kansas  City  Star 
1 729  Grand  Boulevard 
Kansas  City,  MO  641 08 

Inquiries  may  be  directed  to: 

Tim  Janicke 

Telephone  (816)  234-4340 
or  e-mail  tjanicke@kcstar.com 

mOTO  DIREaOR 
NEWS  &  OBSERVER 
RALEIGH,  NORTH  CAROUNA 

Our  photographers  are  an  important 
part  of  the  team  that  just  won  the  1 996 
Pulitzer  Prize  for  Public  Service.  Their 
work  won  us  Newspaper  of  the  Year 
honors  at  the  recent  Southern  Short 
Course  in  Photojournalism.  Their 
photos  appear  in  a  well-designed 
paper  printed  on  state-of-the-art  nexo 
presses.  We're  looking  for  an  experi¬ 
enced  photo  editor  with  proven  lead¬ 
ership  and  management  skills  to  head 
this  talented  photo  department.  If  you 
are  interested  in  this  job  at  a  200,000 
Sunday  circulation  newspaper  in  North 
Carolina's  capital  city,  send  resume, 
cover  letter  and  portfolio  to  David 
Pickel,  The  News  &  Observer,  215  S. 
McDowell  St.,  Raleigh,  NC  27601  by 
May  30. 
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HELP  WANTED 


PRESSROOM 


EXPERIENCED  PRESS  WORKER 
Aggressively  grov/ing  Southern  Idaho 
newspaper  seeks  experienced  press 
worker.  You  will  need  thorough  know¬ 
ledge  of  Urbanite  press,  4-color  pro¬ 
cess,  camera  work  and  plate  devel¬ 
opment  and  registration.  You  will  be 
knowledgeable  on  working  around 
heavy  machinery  safely,  and  you  will 
be  familiar  with  modern  press  main¬ 
tenance  and  adjustment. 

The  Times-News  is  a  seven-day,  morn¬ 
ing  publication  with  circulation  of 
23,000,  serving  nine  large  counties  in 
the  Intermountain  West.  The  region 
offers  an  exceptional  quality  of  life  and 
recreation  opportunities.  The  Times- 
News  offers  a  full  range  of  company 
benefits. 

Send  resume  and  references  to  Mary 
Karren,  human  resources.  The  Times- 
News,,  P.O.  Box  548,  Twin  Falls,  ID 
83303. 


JOURNEYMAN  PRESSMAN  -  (or  Goss 
Metro  Offset.  Night  shift,  9:00  p.m.  to 
6:30  a.m.;  four  day  work  week.  Send 


Patricia  D.  Nagel,  Personnel  Manager 
Waterbury  Republican-American 
389  Meadow  Street 
P.O.  Box  2090 
Waterbury,  Q  06722-2090 

An  equal  opportunity  employer 


PLANT  MANAGER 

Add,  Inc.,  a  division  of  employee 
owned  Journal  Communications,  has 
an  immediate  opening  in  New 
Orleans,  LA  for  an  experienced  cold 
web,  single  width  press  plant  manager. 
This  is  an  opportunity  to  lead  a  busy 
and  growing  printing  operation. 
Qualined  individual  must  like  working 
independently  and  have  experience 
being  responsible  for  supervising  all 
press  and  delegated  production 
department  operations,  designing 
ways  to  attain  productivity  objectives, 
initiating  operating  and  capital 
budgets,  customer  contact  selling  and 
handling  plant  human  resource  man¬ 
agement.  Salary,  plus  performance 
bonuses,  employee  stock  ownership 
plan,  profit  snaring,  401  (k)  program, 
heallh/dental  and  pension  plans.  Send 
resume  in  confidence  to  Ed  Boettner, 
Now  Graphics,  835  Convention  Center 
Blvd.,  New  Orleans,  LA  701 30. 


It’s  A  Classified 
Secret! 

If  you  don't  want  yout  reply  to  go  to 
certain  newspapers  (or  companies),  seal 
yout  reply  in  an  envelope  addressed  to  the 
E&P  Classified  Advertising  Department 
with  an  attached  note  listing  the 
newspapers  or  companies  you  do  not  want 
the  reply  to  teach.  If  the  Box  Number 
you're  answering  is  on  your  list,  we'll 
discard  your  reply. 


PRESSROOM 


PRESS  OPERATOR 

The  Scranton  Times  has  a  position 
available  for  experienced  web  offset 
printer  to  run  and  maintain  goss 
headliner  offset  press.  Busy  pressroom 
with  product  mix  of  two  daily  newspa¬ 
pers  and  some  commercial  work. 
Expertise  with  process  color,  press 
maintenance,  quality  control,  and 
waste  containment  is  necessary.  N.E. 
Penna.  is  well  known  for  its  guality  of 
outdoor  sports  activities,  including  fish¬ 
ing,  hunting,  skiing  and  golf.  Mail 
resume  to: 

The  Scranton  Times-Tribune 
1 49  Penn  Avenue 
Scranton,  PA  1 8503 
Attn:  Personnel  Department 


PRESSROOM  MANAGER 

Mid-size  daily  newspaper  in  the 
Southeast  is  seeking  an  aggressive 
manager  with  pressroom  monagement 
experience  to  take  over  the  operation 
of  our  two  shift  pressroom.  We  are 
looking  for  a  manager  who  has 
excellent  interpersonal,  motivational, 
organizational  and  training  skills.  The 
ideal  candidate  should  be  extremely 
quality  conscious  and  have  exhibited 
the  ability  to  implement  and  maintain  a 
good  preventative  maintenance  pro¬ 
gram.  We  offer  a  competitive  salary 
and  benefits  package.  Send  resume 
and  salary  history  to  Box  07753, 
Editor  &  Publisher. 


PRODUOION/TECH 


ADVERTISING  PRODUaiON 
FOREMAN 

Immediate  opening  for  advertising 
production  foreman.  Excellent  pay  and 
benefits  including  health  insurance, 
vacation,  401  (k).  Opportunity  for 
advancement.  Applicants  should  have 
three  years  professional  experience. 
Management  is  key.  We  use  Macintosh 
computers,  full-color  scanners,  laser 
printers  and  imagesetters,  QuarkX¬ 
Press,  Photoshop,  Illustrator,  Acrobat. 
Be  prepared  to  work  evenings.  For 
more  information  call  or  write  Dolph 
Tillotson,  publisher.  The  Galveston 
County  Daily  News,  P.O.  Box  628, 
Galveston,  TX  77554,  (409)  744- 
361 1 .  E-mail:  DolphT@aol.com. 

COMPOSING  ROOM  FOREMAN 

The  Mercury,  a  30,000  daily  and  Sun¬ 
day  in  suburb  of  Philadelphia,  seeks  a 
working  composing  room  foreman  for 
the  night-shift  wmo  possesses  all- 
around  Pre-press  expertise  for  our 
union  shop.  Experience  in  all  phases  of 
Pre-press  operations  including  camera 
and  process  color  stripping.  Must  have 
strong  supervisory  skills,  good  commu¬ 
nication  skills,  and  desire  to  achieve 
quality  objectives  to  make  our  product 
;  top-shelf.  Please  send  resume  and 
:  salary  requirements  to: 


The  Mercury 
Attn:  Tracy  Reinholt 
24  N.  Hanover  Street 
Pottstown,  PA  1 9464 

Actors  should  be  dangerous. 

Jeremy  Irons 


PRODUCTIONAECH 


PRODUCTION  MANAGER  sought  for 
24,000'f  circulation  daily  in 
Clarksville,  Tennessee  to  oversee  the 
day-to-day  operation  of  the  pre-press/ 
press/mail  departments  and  manage/ 
train/lead  31  production  employees. 
Ideal  candidate  will  have  at  least  10 
years  of  production  experience  with  5 
of  those  being  in  a  supervisory  position 
in  some  area  of  production;  must  have 
good  knowledge  of  production  equip¬ 
ment.  Excellent  verbal  and  written 
communication  skills  sought;  experi¬ 
ence  in  preparing  and  managing 
budget  desired.  Successful  candidate 
will  be  heavily  involved  in  safety, 
OSHA,  quality  improvement  and  train¬ 
ing  efforts.  Call  Pat  Goodwin  toll-free 
at  (800)  829-1808. 


PUBUC  RELATIONS 


PRESS  ASSOCIATE  -  Parents,  Families 
and  Friends  of  Lesbians  and  Gays 
(PFLAG)  seeks  Press  Associate. 
Responsibilities  include:  Developing 
PFLAG's  message,  building  rela¬ 
tionships  with  national  and  local 
mainstream  media,  generating  organi¬ 
zation's  publicity.  Qualifications:  BA  in 
Journalism/Communications,  or 
equivalent  experience;  2  years  experi¬ 
ence  in  media/public  relations/ 
journalism;  A  keen  instinct  for  press 
opportunities;  and  developed  skills  in 
persuasion  and  press  story  pitching. 
Salary  range  $18-20K  plus  benefits. 
Send  resume  and  press  release  writing 
sample  to  Rob  Banaszak,  communica¬ 
tions  director,  PFLAG,  1101  14th 
Street,  NW,  Suite  1030,  Washington, 
DC  20005.  EOE 


PUBUSHING  SALES/MARKETING 
Enter  the  new  world  of  subscription/ 
site  license  marketing  for  distribution 
via  print/mail/fax,  multiple  electronic 
networks,  and  the  Internet.  Our  1 5- 
year  old  energy  publishing  company  is 
turning  itself  inside  out  to  meet  the 
needs  of  customers  in  the  communico- 
tions  revolution.  Here's  your 
opportunity  for  innovation  and 
strategic  program  development,  along 
with  hands-on  direct  moil  promotion, 
and  negotiation  for  multiple  products 
with  our  largest  customers.  We're 
interested  in  a  good  organizer  who  is 
detail-oriented  with  copy-writing 
ability.  Come  to  work  in  the  rapidly 
expanding  technology  area  in  North¬ 
ern  Virginia  outside  Washington,  DC. 
We're  offering  a  top  salary  for  a 
sales/marketing  manager  who  is  a 
self-starter  with  at  least  five  years  sales 
and  direct  mail  experience. 

Knowledge  of  companies  in  the  energy 
industry  helpful. 

Send  resume  to  Intelligence 
Press,  Inc.,  22648  Glenn  Drive  Suite 
305,  Sterling,  VA  20164. 


In  the  ancient  recipe,  the  three  antidotes 
hr  dullness  or  boredom  are  sleep,  drink, 
and  travel.  It  is  rather  feeble.  From  sleep 
you  wake  up,  from  drink  you  become 
sober,  and  from  travel  you  come  home 
again.  And  then  where  are  you?  No,  the 
two  remedies  hr  dullness  are  love  or  a 
crusade. 

D.H.  Lawrence 


SYSTEMS 

DIREaOR 

Army  Times  Publishing  Company  in 
Springfield,  seeks  an  outstanding  indi¬ 
vidual  to  provide  technical  leadership 
and  manage  and  direct  our  informa¬ 
tional  systems  requirements.  Will  be 
charged  with  implementation  (still  in 
progress)  and  support  of  new  prepress 
systems;  publication  production  prior 
to  plate  or  film;  and  company-wide 
support,  maintenance,  and  limited 
operations  for  other  systems  including 
systems  selection  and  assurance  of 
company-wide  coherence  in  systems. 

The  successful  candidate  will  have 
experience  with  a  UNIX-based  open 
architecture  system;  QuarkXPress 
editorial  system;  Digital  integrator;  and 
Novell  network. 

MS  degree  preferred. 

Individual  will  be  an  able-manager 
and  communicate  in  an  environment 
where  operating  departments  with  vary¬ 
ing  objectives  expect  immediate  sup¬ 
port  and  guidance. 

We  offer  a  competitive  salary  and 
comprehensive  benefits  program. 

Please  send  cover  letter,  resume,  and 
salary  requirements  to  Army  Times 
Publishing  Company,  Attn:  Human 
Resources  #EP-55,  6883  Commercial 
Drive,  Springfield,  VA  22159  or  Fax  to 
(703)750-8129. 

MINORITIES 

ENCOURAGED  TO  APPLY 
M/F/V/H 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a 
university,  society  or 

foundation. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS 

MAKES.TWE.DIFFEBENCE 

EDITOR  &  PUBUSHER 
11  West! 9lh  Street 
New  York,  NY  1CX)1 1 
(212)  675-4380 
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CLASSIFIED  ADVERTISING  RATES 

Foreign/Posttlons  Wanted  advertlsofs  must  pre-pay. 
Effective  January  1, 1996 


POSITIONS  WANTED 


UNEADS 

1  week-$8.60  per  Ine 

2  weel<s-$7.60  per  line,  per  Issue. 

3  weeks-$8.65  per  line,  per  Issue. 

4  weelo-$5.75  per  lirre.  per  Issue. 


POSITIONS  WANTED 

1  week-$4.30  per  Hne 

2  weel(s-$4.10  per  Hne.  per  Issue. 

3  weeks-$3.00  per  line,  per  Issue. 

4  weeks-  $2.75  per  Hne.  per  Issue. 


SHAWN  OLSON/CAM/ext.170,  HAZEL  PREUSS/ASST.CAM/ext.  171 

Add  $10.00  per  insertion  for  box  service.  Add  $5.00  per  insertion  for  box  sen/ice. 

Count  os  on  odditionol  line  in  copy.  Count  os  on  additional  line  in  copy. 

Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline;  Every  Tuesday.  12  noon  (ET)  for  Saturday's  Issue. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ads  charged  the 
following  rates  per  column  Inch,  per  insertion:  1  time.  $95;  2  to  5  times.  $90 
6  to  1 3  times.  $86: 14  to  26  times  $80;  27  to  52  times  $75. 
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Editor^ 

PUBLISHER 

11  West  19th  street.  NY.  NY  10011.  (212)675-4380.  FAX  (212)  929-1259. 


ADMINISTRATIVE 


YOUNG  NEWSPAPER  professional 
wirii  14  years  experience  seeks  Pub- 
lisher/CxM  position  with  doily  or 
weekly  newspaper  in  Zones  3,  4,  5. 
Well  rounded  experience  with 
expertise  in  Circulation  Marketing  and 
Distribution.  Let  me  tell  you  how  I  can 
increase  numbers,  inches,  and  dollars. 
Reply  to  Box  07758,  Editor  &  Pub¬ 
lisher. 


PUBLISHER:  Award-winning  mid  80s 
daily,  niches.  Strong  in  Financial,  news, 
marketing.  Community  leader.  FAX 
(914)  291-7367. 


CIRCUIATION 


CIRCULATION  PROFESSIONAL  with 
1  5  years  experience  on  dailies, 
weeklies  +  shoppers  seeks  position  with 
small  daily  that  wants  to  grow.  Tom 
Warden,  1305  2nd  Ave.,  Sterling,  IL 
61081,(815)  625-7958. 


EDITORIAL 


EXPERIENCED  EDITOR 
All  Areas 

Fox:  (908)  264-9279 


HIGHLY  EXPERIENCED  journeyman 
seeks  reporter  slot  on  75,000-plus 
daily.  Call  (216)941-6484. 


BLACK  PROFESSIONAL  MALE  with  15 
years  experience  in  sports  and  news 
seeks  position  as  an  editorial  writer/ 
columnist.  Went  to  major  southern  uni¬ 
versity  and  has  worked  for  major 
metro  newspapers,  where  I  wrote  com¬ 
mentaries.  Reply  to  Box  07654,  Editor 
&  Publisher. 


WORLD-CLASS,  high-rech  journalist 
seeks  new  challenge:  staff,  free-lance 
or  start-up.  Written  national  cover 
stories;  authored  best-seller  software 
titles;  listed  Who's  Who.  Zone  2.  E-mail: 
jf@pipeline.com. 


My  advice  is  not  to  inquire  why  or 
vmither,  but  just  to  enjoy  your  ice  cream 
while  it's  on  your  plate. 

Thornton  Wilder 


EDfTORIAL 


DEDICATED  GRADUATE  Journalist, 
graduated  December  '95,  seeks  full¬ 
time  writer  or  editor  position  with 
newspaper  or  magazine.  3  years  col¬ 
lege  journalism  experience.  BA  in  edu¬ 
cation.  MA  in  journalism.  Zones 
1,2,3, 5,7  only.  Resume  on  request.  E- 
mail:  wugap@ttacs1.ttu.edu.  Reply  to 
Box  07737,  Editor  &  Publisher. 


EDITOR  for  Home,  Neighbor,  or  Life¬ 
style  section  of  daily  or  weekly  news¬ 
paper.  I  have  5  years  experience  as 
editor,  20+  years  as  feature  writer  in 
Central  NY.  Call  Betty  (315)  437-7998 


EDITORIAL  PAGE  EDITOR/WRITER 
A  newspaper  without  a  good  editorial  page 
is  a  newspaper  without  a  soul.  Let  me  help 
give  you  a  page  people  will  want  to  read. 
Reply  to  Box  07767,  Editor  &  Publisher 


FREELANCE 


AWARD-WINNING  Writer/Editor 
wants  Albany-area/Western  Mass, 
assignments.  Call  (51 8)  286-2610. 


FEATURE  NMRITER  IN  MIAMI 
SEEKS  ASSIGNMENTS 
GERALD  (305)  759-4029 


HOLLYWOOD  IS  MY  BEAT.  Open  to 
assignments  -  daily,  weekly,  monthly. 

Call  (800)  959-9977. 


TESTED  TRAVEL  WRITER  will  make'em 
see  it,  hear  it,  smell  it,  feel  it.  (805) 
659-1548 


E&P’s  Qassified 


The  newspaper 
industry’s  meeting 
place. 

(212)  675'4380 
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SHOP  TALK  AT  THIRTY  ' . by  .MI.kk 


A  Nostalgic  Look 
At  Press  Cards 


I  AM  NOT  a  newspaper  editor, 

magazine  publisher  or  journalism 
professor,  but  hundreds  of  people 
seem  to  think  that  the  fate  of 
their  journalistic  career  rests  in 
my  hands.  I  run  the  public  information 
office  for  the  Texas  Department  of 
Public  Safety. 

So  why  am  I,  a  longtime  newspaper 
reporter  turned  government 
spokesman,  vested  with  so  much 
power  in  so  many  people’s  minds? 
Because  I  decide  who 
gets  DPS  press  cards. 

As  a  courtesy  to  the 
working  press,  and  to 
help  our  law  enforce¬ 
ment  officers  identify 
reporters  at  crime,  acci¬ 
dent  and  disaster 
scenes,  the  DPS  issues 
roughly  3,000  press  ID 
cards  a  year  to  Texas  journalists. 

For  me,  this  represents  a  story  come 
full  circle. 

I  first  heard  about  press  cards  from 
my  grandfather,  an  old-time  newspaper¬ 
man.  He  liked  to  tell  the  story  of  a 
sandy-haired,  serious-looking  young 
man  who  walked  purposefully  into  the 
Congress  Avenue  office  of  the  old 
Austin  Tribune  one  day  in  1913  and 
asked  to  see  the  editor. 

A  man  appeared  on  the  other  side  of 
the  cage  wiring  that  separated  the 
lobby  from  the  newspaper  office,  like 
banks  and  other  businesses  of  the  day. 

The  young  man  handed  the  editor  a 
press  card,  obtained  from  some  mail 
order  firm  for  a  modest  price,  and 
announced  that  he  was  ready  to  go  to 
work. 

The  editor  must  have  been  having  a 
good  day,  because  he  took  the  time  to 
politely  explain  that  the  mere  posses¬ 
sion  of  a  press  card  did  not  make  a  per¬ 
son  a  reporter. 

My  grand&ther  didn’t  get  a  job  that 
day,  but  he  got  some  important  early 
insight  on  job  hunting.  He  did  soon 
become  a  reporter  for  another  paper 
and  went  on  to  a  long  and  exciting 


Cox  is  chief  of  media  relations  for  the 
Texas  Department  of  Public  Safety. 


career  in  newspapers.  By  the  time  he 
quit  the  business  for  more  money  in 
chamber  of  commerce  work,  he  had 
been  city  editor  of  two  major  Texas 
dailies  and  had  handled  his  share  of 
aspiring  journalists. 

I  imagine  I  heard  this  story  from 
granddad  for  the  first  time  more  than 
a  half-century  later,  when,  also  by  mail, 

I  received  MY  first  press  card.  My 
father,  also  a  newspaperman,  had  told 
me  who  to  write  to  get  a  press  card 

identifying  me  as  a  cor¬ 
respondent  for  the 
Religious  News  Service 
in  New  York. 

Armed  with  that 
press  card,  which  I  still 
have,  I  felt  terribly 
important.  My  high 
school  buddies  took 
favorable  notice  of  it 
and  wondered  if  there  was  any  way  a 
press  card  could  be  obtained  listing  the 
holder's  age  as  21.  My  girlfriends 
seemed  very  impressed  by  the  card, 
too. 

Of  course,  my  friends  and  relatives 
were  the  only  persons  who  ever  saw 
the  card.  I  never  had  occasion  to  show 
my  press  card  in  the  course  of  collect¬ 
ing  legislative  news  with  a  religious 
angle  for  the  RNS. 

A  few  years  later,  as  a  high  school 
news  columnist  for  the  Austin 
American-Statesman,  I  got  my  first 
press  card  from  the  Texas  Department 
of  Public  Safety.  With  this  wallet  card, 
signed  in  real  ink  by  the  legendary 
Homer  Garrison,  then  director  of  the 
DPS,  1  felt  I  had  arrived  as  a  journalist. 

By  1967, 1  had  gone  from  part-time 
columnist  to  full-time  cub  reporter.  My 
DPS  press  card  didn’t  say  “cub,”  of 
course. 

From  then  on,  each  year  I  got  a  new 
press  card.  When  the  boss  handed  me 
the  application  for  next  year’s  card,  I 
knew  my  career  was  still  on  track,  at 
least  for  the  time  being. 

By  mid-i985,  I’d  been  in  the  news 
business  a  few  months  shy  of  20  years. 
Maybe  I  had  used  my  press  card  five  or 
six  times  —  a  couple  of  disastrous  tor¬ 
nadoes,  a  hurricane,  the  occasional  visit 


of  a  president  or  former  president.  Most 
of  the  time,  throughout  my  journalistic 
career,  I  had  been  able  to  do  my  job 
without  having  to  whip  out  my  DPS 
press  card.  (The  days  of  wearing  it 
stuck  in  the  band  of  a  snap-brim  hat 
alread>'  were  long  gone.) 

The  police  and  the  politicians  all 
knew  very'  well  I  was  a  reporter.  They 
saw  my  byline  virtually  every  day.  And 
the  strangers  always  seemed  to  believe 
me  when  I  said  I  was  a  reporter.  After 
all,  I  was  standing  there  with  an  open 
reporter’s  notebook  in  one  hand, 
poised  pen  in  the  other,  my  necktie  rak¬ 
ishly  askew. 

Now,  my  career  has  come  full  circle.  I 
approve  the  issuance  of  DPS  press 
cards. 

Recently,  when  a  journalist  from 
Houston  came  to  my  office  and  I  gave 
the  OK  for  my  secretary  to  go  ahead 
and  issue  him  a  press  card  on  the  spot, 

I  thought  he  was  going  to  hug  me  in 
gratitude.  I  had  made  his  day.  But  I  had 
not,  in  my  opinion,  made  him  a 
reporter.  As  my  granddad  used  to  tell 
me,  “One  summer  does  not  a  swallow 
make.” 

A  piece  of  official-looking  cardboard 
does  not  make  a  reporter,  either.  What 
makes  a  reporter  is  the  ability  to  get 
information  —  by  asking  good  ques¬ 
tions,  knowing  how  to  get  official  docu¬ 
ments  and  how  to  understand  what 
they  say,  by  knowing  how  to  cultivate 
sources  —  and  then  being  able  to  pre¬ 
sent  this  information  in  such  a  way  that 
it  can  be  understood,  and,  in  some 
cases  enjoyed.  So,  to  summarize: 

•  Press  cards  are  not  licenses  to  prac¬ 
tice  journalism. 

•  They  are  not  union  cards. 

•  They  do  not  get  you  out  of  jail  free. 

•  They  do  not  get  you  into  Dallas 
Cowboy  games  or  Garth  Brooks  con¬ 
certs. 

The  only  reason  the  DPS  issues  press 
cards  is  so  that  our  officers  can  identify 
members  of  the  working  press  when 
push  comes  to  shove.  This  may  afford 
the  reporter  a  little  better  access  to  the 
scene  of  a  news  story  or  a  DPS-operat- 
ed  briefing  area,  but  it  does  not  even 

(See  Shop  Talk  on  page  35) 
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official-looking 
cardboard  does 
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Newspaper  professionals  can 


be  overloaded  with  data.  Now 


you  can  filter  out  the  "noise 


and  channel  only  the  MOST 


PERTINENT  information  for 


You'll  have  easy  access  to  data  and  exclusive  information 
selected  from  myriad  sources  with  E&P's  industry  expertise 
and  objectivity:  Access  E&P's  magazine  archives  back  to  1988. 
Search  extensive  E&P  proprietary  databases,  including  the 
E&P  Interactive  and  "Stop  the  Presses"  archives  and  our  Inter¬ 
active  Services  Directory. 

PLUS  search  industry  Web  sites,  listservs  and  newsgroups 
with  the  most  relevant  documents  throughout  the  Internet. 
•  The  industry's  most  comprehensive  fully  searchable  online- 
newspaper  database.  •  Our  industry  resource  directory  with 
position  and  industry  papers,  research  reports,  associations, 
organizations  and  foundations,  resource  studies,  institutes 
and  more. 


your  needs  to  your  desktop 


IT'S  AS  SIMPLE  AS  THIS 


The  Intelligent  Agent  is  key.  Your  PersonaL-Agent®  automati¬ 
cally  selects  the  most  pertinent  items  and  teaches  itself  to 
adapt  to  changing  currents  in  the  information  stream.  Refer¬ 
ences  are  automatically  e-mailed  to  you. 


INTERACTION 


*  Network  with  your  professional 
colleagues.  Participate  in  forums. 
•  The  international  member- 
^  ship  directory  lets  you  interact 

with  colleagues  who  can 
i  most.  *  AND 

I  membership  entitles  you  to 

I  discounts  on  selected  con- 

f  ferences  and  other  E&P 

products  and  services. 
Membership  is  just  $95  per 
year.  For  more  information,  call 
1-800-590-4440.  To  register  call 
1-800-336-4380,  ext.  251.  Or  register 
through  our  Web  site: 
http://www.mediainfo.com 


There's  a  road  that 
crisscrosses  the  planet 


It  begins  and 
ends  everywhere 
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NETCOM 

How  to  Get  There. 


Being  on  the  Internet  is  critical  to  business  today. 

One  wrong  turn,  though,  and  you  could  end  up  with  exorbitant  costs. 
Ineffective  software  tools.  And  serious  access  problems. 

Which  is  why  you  need  NETCOM. 

Because  with  over  seven  years  of  industry-leading  experience,  our 
complete  packages  deliver  everything  it  takes  to  put  the  Internet’s  vast 
resources  to  work  for  any  business. 

Including  direct,  unrestricted  access.  A  nationwide  digital  network 
that  reaches  thousands  of  business  communities  in  over  200  metropolitan 
areas.  As  well  as  pricing  and  bandwidth  options  to  fit  any  budget. 

So  call  us  at  1-800-295-3004. 

After  all,  it’s  a  big  new  world  out  there. 

But  we  can  show  you  the  way. 


O  1996  NETCOM,  loc.  NetCntiier  it  •  registered  tndeiiMrk  of  NE'TCOM  On-Line  Communicacioa  Sovices,  Inc. 
For  more  information,  e-mail  lnfo9Neccorn.com,  or  visit  our  Web  site  at  htt|>V/www.nctcom.com. 
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